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{ Scheuer day: 


GR RR AMIS 


When the end of each year approache: it gives me a tremendous 
feeling of gratitude for the good things I have been blessed with 
during the fleeting year. And then again in my humble way I 
begin to reflect over the fine assistance and cooperation of my 
co-workers [| have enjoyed during the year and for the loyalty 
of my many friends everywhere. 

Truly it is this faithfulness of both my staff and my friends that 


makes possible the success I have had in serving the needs of 


the display field. 


So it is with a fulsome heart that | have the special privilege of 


extending thanks to all of you and to extend to you all the 


season s traditional greetings .. . 


At Merry gar 


anc 


Happy Vw Yar 
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wars )§«6©307 WEST 38+ ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 
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* FOLEY’S, HOUSTON, TEXAS 
(Excerpt ‘Cinderella Window is terrific success. It is 


from { one of the most beautiful we have ever seen 
telegram) | Congratulations on a wonderful production 
job."’ 


Frank Vermilye, Display Manager 


© FAMOUS BARR CO., ST. LOUIS, MISSOURI 
Adrian Delsman, Display Manager 
© THE HECHT COMPANY, WASHINGTON, D. C. 
Earl Dorfman, Display Manager 
e D. H. HOLMES, LTD., NEW ORLEANS, LOUISIANA 
Leonard Pons, Display Manager 
© Z7.C.M.1., SALT LAKE CITY, UTAH 
H. P. Hansen, Display Manager 
W. C. STRIPLING CO., FT. WORTH, TEXAS 
R. E. Moriarity, Display Manager 
MILLER S. PAINE, LINCOLN, NEBRASKA 
Richard Ernesti, Display Manager 
J. L. BRANDEIS & SON, OMAHA, NEBRASKA 
George Wagner, Display Manager 





Reserve it NOW for your 1950 Christmas Show and many more 





See coax CINDERELLA SHOW FOR EASTER 1950 
= SPRING AND SUMMER PROMOTION 


Showing act new rork MARKET WEEK uote new vorxer 


DECEMBER 11 TO 15TH 
ALSO AT OUR CHICAGO SHOW ROOM 





Write... Ask our Representative to call 





W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE STREET, CHICAGO 7, ILLINOIS 


Specialists in Merchandise Presentation Displays - Exhibits 











Demonstrations 
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DISPLAY WORLD 
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PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 EAST EIGHTH STREET, GARFIELD 2050-2051, CINCINNATI 1, OHIO 


OUR NEXT ISSUE 


Each year DISPLAY WORLD'S J nuary 
issue, out January 15, takes a specig| 
form — the annual Forecast of Display 
Fashions and Trends, presenting by 
photographs and text a great number 
of the new items in display materials 
and equipment available for the firs 
part of the new year. . . . In addition 
there will be a number of special edj. 
torial features, all combining to make 
this one of the outstanding issues of 
the year. 


THE COVER 


This display of ‘Cabincraft" bedspread; 
is by Louis Villela, display director of 
B. Altman & Co., New York City. The 
spreads were in natural color, with the 
green lampshades casting their glow on 
the merchandise. The antique mirror 
frame was bordered with pastel colored 
powder puffs like small fruits or flowers 
and with pastel ribbons. . . . (Photo. 
graph in full color by Virginia Roeh| 
Studio, New York City)— 


OFFICES 


Eastern Office: 47 West 57th Street 
New York City 19. Phone PLaza 3-5989, 
Chicago Office: L. A. Woods, Macintyre 
Simpson & Woods, 5 East Wacker Drive 
Chicago |. Phone CEntral 6-1715. Cleve- 
land Office: J. R.Monk, Macintyre, Simp- 
son & Woods, 1900 Euclid Avenue, Cleve- 
land 15. Phone CHerry 1501. Western 
Office: Duane Wanamaker, 610 South 
Broadway, Los Angeles 14. Phone 
MUtual 2161. 


SUBSCRIPTION RATES 


Published monthly at $3.00 a year for the 
United States and Canada; foreign, $4.00 a 
year. Canadian and foreign orders payable 
in U. §S. funds by international money order 
or New York bank draft. Single copies, 3 
cents. Send all subscription orders direct to 
the publication office at Cincinnati. Changes 
of address must be reported at least two 
weeks in advance of effective date; otherwise 
missed copies cannot be supplied. Entered 
as second-class matter September 20, 1922, at 
postoffice at Cincinnati, Ohio, under act of 
March 3, 1879 


Be 
Member 
\ 
] 

Audit Nationa! 
Bureau of Association of 
Circulations Display Industries 
e 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others 
See that it reaches other executives ° 
your organization and the members of 
your department. 
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JE since Dot can’t take all you lovely people to Paris 
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via) Rock $@é@ famous Avenue Montaigne, street of the haute couture | 


see Place Vendome, salon of Schiaparelli 
$@@ exact reproduction of world-famous Parfum Boutique | 

$@e@ the Children’s Carousel in the Tuilleries 

see the Midinettes with their dress-boxes on the Champs Elysées 
and children playing in the Bois and Tuilleries gardens 
see the Grande Fete des Roses at Versailles 
$e@ a performance at the Paris Opéra 

$e@@ a scene at Maxim’s where the world of glamour foregathers 
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$@@ Mary Brosnan’s newest mannequins, so perfect for showing | 
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copies, 30 
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the American collections of Jean Dessés and Jacques Fath 







$@@ the new ladies designed to show Schiaparelli’s 
latest American collection 
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$@@ them all in “Paris in the Spring” at the Williams showroom 


y Dot Williams, president 
) 498 Seventh Avenue, NewYork 18, N.Y. 
Mary Brosnan Mannequins 
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“The House of Service” 
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Coming up for Spring... | 


“THE DISPLAY CENTER OF AMERICA” 


to crow about. 





“The House of Service” 


VA A el AA fe A/V \ The ‘Display Center of America’ presents 





FABRIC CORPORATION 


“THE DISPLAY CENTER OF AMERICA” 


an enchanting new line, dewy-fresh 
as a bright-eyed chick . . . 

a rich, sparkling line of 

display fabrics, papers and 
accessories that you must see first, 


because it packs a jet-powered 
“The House of Service” 
N Oya Wa 
ORATION 


“THE DISPLAY CENTER OF AMERICA” 







selling punch ... A line bound 








to add glory to your blossoming Spring i 
ideas. So, latch on to what we've 
hatched! See “Everything for Display” 


at all Maharam showrooms or consult 








your local jobber, now! 


PROCRESSiVE 


I) 


MERCHANDISE 
PRESENTATION 





“The House of Service” 





NEW YORK: 130 West 46th Street VL 
CHICAGO: _ 115 South Wabash (Wurlitzer Bldg.) W/. 
LOS ANGELES: 1113 So. Los Angeles Street C 
ST. LOUIS: 927 Century Building ite 














NEW ADDRESS IN 1950 ... 2516 ARMITAGE AVE. . . - CHICAGO 47, ILL. 







































































SOHACK'S VEW HOME 
- CHICAGO! sas 


Greatly Increased Quarters to Serve You 
Quicker...Better and More Efficiently... 


At this time we would like to express our sincere gratitude to all of you who have made our new plant 
possible. In a very real sense you are a part of it and we deeply value the growing confidence you have 
demonstrated for our products through many seasons. With our increased facilities to help us, Schack’s 
staff is pledged to give you better and quicker service in 1950 and the years to follow. 


Miiflay | 
design 


Red dim f | 
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trea ve ddsts | NEW TELEPHONE NUMBER — HUMBOLDT 9-2516 
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JUST OUT...TWO NEW NUMBERS 


for your 


pring and Summer Displays 


“PHOTO-MURAL 
FABRIC” 


WINDOW BACKGROUND 
presents 


two new enchanting scenes to add glamour and 
interest to your spring and summer displays — 
Cherry Blossoms in Washington and Tropical 
Beach Scene. They are without question the 











Design No. most effective numbers in the scenic backgrounds 

CHERRY BLOSSOMS IN WASHINGTON we have so far introduced. Order yours now 

; In Shades of Pink and be ready for the active spring and summer 
a, PRPC P POTTS ET Ce Tere $75.00 seasons. They will produce window displays of 


unusual merit and interest. 


wens 


"PHOTO-MURAL FABRIC" window  back- 
grounds are genuine scenic reproductions on 
fabric. They possess rare beauty, are realistic, 
durable and can be easily cleaned. Use them 
for windows, interiors, fashion shows and other 
special events. Modest in original cost and 
economical because they can be used again 
and again in many ways. 


100 INCHES HIGH 
BY 
210 INCHES LONG 


In four- and five-panel units, 
each 42 inches wide. 

















Eight other scenes available: New York Sky- 


Design No. 8 line, Stairway in O H i 
; y in Opera House (Paris), Arc de 
ne — SCENE Triomphe (Paris), The Acropolis (Greece), Winter 
Five Panels. sai — oe eel $75.00 Wonderland with Brook, Woodland with Brook, 


Rustic Woodland Scene and Snow Scene. 


Telegraph, Telephone or Write At Once! 


DECORATIVE DISPLAYS °° "xseutsrsous" 
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MODERNIZE YOUR WINDOWS 
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An “unwanted” 
a de 


an easily 
Bent 
apphi 





DISPLAY WORLD 









easily 


Counters are 
lined and 
with G-W 


stream- 
brought up to date 


Bent-Board Curves. 




































**Hard to look at”’ sec- 





Now Available 


8 FT.-10 FT.-12 FT. 
HIGH 


H play window backgrounds 


‘ treatments . . . ledge displays . . . part 
PS tensa, modernizing old counters and 


cases ... display window frames and val 
. recessed channels to conceal lights 









































G-W BENT-BOARD CURVES 


Pre-Bent Panels of Genuine Oil Treated Hardboard or Tempered Masonite 
Finished Both Sides — Both Sides Usable* 


Designed for modern construction of dis- 
department 


itions 
show 
ances 


tions that must stock and new display properties of all kinds. There 
display ““difficult”” — mer- is no wrong side to G-W BENT-BOARD 
chandise can become sought ~=CURWVES, which doubles their use and de- 
after areas when modern pages 

ized with G-W Bent-Board sign possibilities. 

Curves 








' 
‘ | 
S 
N 
r 
" " 
f New! BENT-BOARD "O-G" CURVES 
Now you can have beautifully framed windows at a fraction 
of the former cost! G-W BENT-BOARD “O-G” CURVES bring 
this expensive looking, dramatic window treatment within the 
‘, reach of virtually every store Made of 3/16-in. Tempered 
Masonite in natural brown color. Smooth on face side only. 
n Available in two widths. 
. No. GW-7l Narrow ““O-G"’ Curve Bent from 8 in. stock 
' Packed six 8-ft. lengths in a carton No cartons broken Per 
n carton . . $27.00. 
No. GW-72 Wide “O-G” Curve Bent from 12 in. stock 
r Packed six 8-ft. lengths in a carton No cartons broken. Per 
| This photo taken in our St. Louis Showroom shows how a long display window can be divided and carton - $33.00. 
framed with G-W BENT-BOARD CURVES to make two attractive and effective display areas *G-W Bent-Board ““O-G*’ Curves are finished on face side only 
n 
Design DESCRIPTION Price Per Sheet 
Number for re } 8 ft. 10 ft. 12 ft. 
1-°0’ Bend from 24 in. stock. . oe 9 er 
101 Width after bending — 21 in. $350 $440 $ 5.30 
102 1-90’ Bend from 48 in. stock. 6.45 295 9.75 
- Width after bending — 45 in. = bea oes 
‘ 2-90’ Bends from 24 in. stock. ~ coc +9 
0: A : - ( 
103 Width after bending — 18 in. 4.70 9.99 7.00 
2-180’ Bends from 8 in. stock. ‘ aa 
4 éf 104 Width after bending — 35 in. 40 11.75 14.10 
Y JD , 1-18Y Bend from 48 in. stock. a - 
7" 105 Width after bending—22!, in. 00 125 13.50 
‘ 10? 1-180’ Bend from 12 in. stock. 350 1.40 5.30 
> NO. 104 NO. 105 NO. 106 NO.107 _ Width after bending — 6 in. Jd , de 
r > 1-140’ Bend from 12 in stock. ac e 
10% Width after bending — 7 in. 3.50 1.40 5.30 
' 
10 Bends on 3 in. radius, forming a 
108 ccrrugated sheet. Bent from 48 in. 14.00 7.50 21.00 
re . stock. Width after bending—44 in. 
| ” Because G-W BENT BOARD CURVES must be carefully packed and crated 
- aw ie : ; 
or shipment, crating will be charged at actual cost on orders less than $50.00 
NO. 108 This extra charge will average about $3.00 on small orders, but varies above 
: z below this figure according to the degree of difticulty involved in crating 
he variety of bends selected All prices F.O.B. St. Louis 





—|GARRISON-WAGNER CO. 


ST. 





2018 WASHINGTON AVE. 
LOUIS 3, MISSOURI 
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DAZIAN'S unc. 


ESTABLISHED 1842 








The World’s Largest Display Fabric Organization 


142 WEST 44th STREET + NEW YORK 18, N. Y. 
400 BOYLSTON STREET - BOSTON 16, MASS. 
125 NO. WABASH AVENUE + CHICAGO 2, ILL. 
731 SO. HOPE STREET = LOS ANGELES 14, CAL. 
1249 WASHINGTON BOULEVARD + DETROIT, MICH. 
2ND UNIT, SANTA FE BUILDING + DALLAS, TEXAS 
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WE ARE PROUD TO PRESENT OUR 
NEW and EXCLUSIVE LINE 


« ARISTON MANNEQUINS 


These are only three of the many lovely 
and entirely new Ariston Miss, Junior and 
Childrens mannequins. 





Ariston Children are manufactured cf 
lightweight composition which is strong 
and resistant, and does not contain any 
percentage of plaster. Ariston Children 
can be had with regular base and rod or 
with peg in the foot. Boys come with 
sculptured hair or removable horsehair 





wigs. Girls come only with removable 


horsehair wigs. 


Ariston Miss and Junior mannequins can 
be had in lightweight composition or 


papier mache. Neither contain any per- 


j 
centage of plaster. Both are strong and 
resistant. All mannequins are equipped 


with stainless steel wrist and arm fixtures 
which do not rust or bleed. Rubber hands 
which do not change color or crack are 
used. The wigs are removable and come 





Sat a oe ee ee 


in the latest styles and most beautiful 
selection of colors. The art work is ap- 
plied by a skilled artist with oil paints. 
The latest in art work is applied, which 
is incidentally done by hand. The lacquer 
used is of the very best quality and tex- 
ture and comes in four different shades. 
Metal bases are used and also available 
are the new tempered glass bases with 





chrome uprights. 


For quality, fashion and beauty at a low price, 
you can't go wrong with an Ariston mannequin. 





(EXCLUSIVE TERRITORIES AVAILABLE TO JOBBERS) 


U. S|. MANNEQUIN MFG. CO. 


{creators and manufacturers of mannequins for distinctive window display) | 


10-15 46th Avenue, Long Island City |, New York 




















il 











PARIS.—Eglise Notre Dame, Chimere 


























Extraordinaire! Yes, the French have a word 
for them. And you'll have hundreds upon hundreds 
of words for them—beginning with marvelous; running 


through charming, alluring, intriguing . . . to the 





indefinable magical quality that makes Magnani’s 


Les Parisiennes* the last word in high-fashion display. 


If you’re aiming high with high-fashions, if you 
want. window-enchantment—you owe it to your windows to 
get Les Parisiennes*—to get “figures that really figure 


... in sales.” 







Magnani Mannequins 


236 West 40th Street, New York City F 


ut | 
M0 pave onenren He Of 


M 








*Magnani’s latest group of 
fashion-flattering mannequins. — 


ae x 
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Hosiery Sales Start With 


OOD DISPLAY 





Form, 
appe. 
PPearan, e 


SHOE FORM CO. INC., AUBURN, N. Y. 
In Canada: United Last Co. Ltd., P.O. Box 3000, Montreal. 











] eu 
wig that fits ALL 


a A / 10% sage mannequins 


the 


"UNI-FIT’ 
Ze 


pat. pend. 





x wk 


* FITS SNUG TO THE 
FACE on any head 
at ALL TIMES, 
regardless of the 


size of the head 


* NO MEASURING, 
NO NAILING, 
NO GLUING, NO 
ADJUSTING 


* NEVER SPREADS— 


always in shape 
* ORIGINAL STYLES 
* PLASTICIZED-— 


to retain styling 


* NO EXTRA COST 


xk 
CORSILLO has offered 
you the finest since he 
originated the mannequin 
wig—with never an in- 
crease in cost. 


world-wide distribution. 


ask your jobber, or man- 

nequin manufacturer, or 

wriie direct tous for name 

of nearest representative. 
Nembep CDI 


EMIL CORSILLO 


t 1343 North La Brea 
i a eae ests 9 oes 





Vember NADI 
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SEASONS GREETINGS 


MERCHANDISE 
PRESENTATION 





NATIONAL ASSOCIATION of DISPLAY INDUSTRIES 


11 EAST WALTON PLACE, CHICAGO, ILLINOIS 
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MANIKINS WITH MAGNETISM 


thei anibde 


7 
s 
~ ie & 


|. CAFE SOCIETY 
SERIES 


A new group of Beau Monde 
Manikins. The Sensation of the 
New York Show. 


See your Korrect-way Distributor 
for a complete showing of the 
figures that are making fashion 


headlines everywhere. 





ereated by Korrect-way 


division of American Fixture & 
Manufacturing Co., Saint Louis 3, Mo. 
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SALES 
PROMOTION 


Thru .. . Coutact 






An increasing amount of merchan- 
dise is being sold thru good display 
backed up by contact advertising. 










One merchant tells of increasing 
the sale of an item 600 per cent thru 
adding well printed copy to the same 
merchandise. Another reports on an 
item that had ceased selling 
when displayed openly inside the 
store and in the window, with an in- 
teresting sales message, 48 of this 
item sold in 6 days. 













Often the only chance you get to 
talk to shoppers and customers who 
visit your store is through Contact 
Advertising. By this medium you can 

. announce new merchandise .. . 
tell of qualities and values offered 

. appeal to all your store traffic 

. follow through on other adver- 
tising to complete sales . . . increase 
sales volume through visual selling. 

































40. FI 
Charn 
in gieamir 
Each individual who makes up your ial ec 
store traffic is subject to IMPULSE 
BUYING. Every minute that a person 
is in your store you have an oppor- 
tunity to sell visually. The attention 
you get through merchandise display 
and copy at the point of Customer a erie 
Contact can result in many addi- j ce 
tional sales. Multiply the thousands 
who enter your store monthly by the 
number of items you advertise inside [fF = 
your store and you have a NEW AD- ' “ 
VERTISING MEDIUM ... with Space a 
Cost PAID and Production Cost e 
LOW. e 


nserts ir 
dows . 





VAUVULVUUURTTENE 





' Line-O-Sertbe produces Contact Advertising for every size and 
kind of merchandising. May we send you our SALES PROMOTION SYSTEM 


and complete information? ... No charge of course. Address Dept. B. 


Showing at N.R.D.G.A. Convention, Spaces 70 and 71, Hotel Statler, N.Y.C., 
January 9 to 13, and at California Display Industries Market, Room 348, Hotel 
Alexandria, Los Angeles, week of January 29. 4)3 








THE MORGAN CO., 3984 Avondale Ave., Chicago 41— 





millinery displayers 


Beatifully designed functional millinery units 
in fashion-wise wire . . . in white and pastel 
colors... ideal for window, ledge and 


store-wide use ... good year-round units 
sensibly priced... ORDER NOW for 


your Spring millinery promotions. 


No. 1412 THREE HEAD MILLINERY 
UNIT Attractive mesh and wire 
background in pale chartreuse and 
white . . . three large white mesh 
shelves for smart accessory display 
... three graceful white head forms 
. size, 62" x 42" x 36". 
Each .. . $46.50 


No. 1411 FOUR HEAD MILLINERY 
UNIT Delicate wire and metal mesh 
with a durable white lacquer finish 
. . « three sturdy heod forms and a 
removable torso . . . aqua satin cov- 
ered inserts and bows . . . ideal for 
ledge or window .. . size, 53"° x 36" 


40 FIVE HEAD MILLINERY SG ae _ Each $39.95 


Charming hand-formed wire 
n gleaming white lacquer ... five 
li head forms . . . delicate 
nerts in pale pink... rich pink 
dows... size, 52" x 24" x 24". 

Each .. . $34.50 


413 WIRE TORSO Clever 
‘+ for smart millinery display 
‘shed in white or pale blue 
ze, 20" x 14" x 614". 

Set of 3... $14.95 





Our representative will call on you 


shortly with our complete 
Spring and Summer Line. . . Wait for him! No. 1411 





































REPORTS 








TO THE RIGHT PEOPLE 


Paid subscriptions and renewals, as 
defined by A.B.C. standards, indi- 
cate an audience that has responded 
to a publication’s editorial appeal. 
With the interests of readers thus 
identified, it becomes possible to 
reach specialized groups effectively 
with specialized advertising appeals. 


— FACTS AS THE 


SEND THE RIGHT MESSAGE 
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ad tonight ” 


HERE are two ways to buy advertising space. 

One is the guesswork-opinion method. The 

caption above is the mournful song of an 
advertiser who is still selecting media the way it was 
done before World War I, when there were no stand- 
ards for the circulations of published media and when 
there was no accepted and approved method of audit- 
ing circulations. In those days, advertisers O.K.’d their 
proofs and sent out their advertising with a prayer that 
some of their sales messages would find their way to 
market. 

The other way to buy space is the factual, know- 
what-you-get-for-your-money method. Today adver- 
tisers can start their investments on a basis of facts by 
selecting media with the help of the information in the 
reports issued by the AUDIT BUREAU OF CIRCU- 
LATIONS. This cooperative and nonprofit association 
of 3300 advertisers, advertising agencies and publishers, 
organized in 1914, has established standards that make 
it possible to evaluate the circulations of published 
media. The A.B.C. maintains a large staff of experienced 
and specially trained circulation auditors who make 
annual audits of the circulations of publisher mem- 
bers. A.B.C. reports give the facts thus obtained. 


Here are some of the audited facts about business 
papers that A.B.C. reports tell the advertiser: 
—how much paid circulation; 
—how much unpaid; 
—an occupational or business breakdown of subscribers; 
—where they are located; 
—how much subscribers pay; 
—whether or not premiums are used; 
—how many subscribers are in arrears; 
—what percentage of subscriptions are renewed. 

Those who buy advertising on the basis of this 
factual information, as given in A.B.C. reports, do not 
have to speculate about the distribution of their sales 
messages. They KNOW where and to whom their 
advertising goes. That is why this business paper is a 
member of the AUDIT BUREAU OF CIRCULA- 
TIONS. Ask for a copy of our A.B.C. report and 
then study it. 
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BASIC MEASURE OF ADVERTISING VALUE 
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\4 7 FE e ~ 
may | Give Southern-Wear Displays 


4 
fi \ 


Fae | | the FRESH-GREEN look 
— a L that SELLS — with 
we EATON GRASS MATS! 


>. can pep up your displays 


of southern wear — and pep up 
sales, too — with richly colored, 
velvety smooth EATON Grass Mats 
for the background setting. Available in regular 
mat form, strips and rolls — or the new Eaton round 
grass mat for "spot" displays. Any way you buy it, you can't beat 
EATON Grass for attractive appearance and lasting service. 


Order a Supply TODAY from your Display Jobber! 


Display “lerted Grass Mats by 
EATON BROTHERS CORP., HAMBURG, N. Y. 
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ANNUAL FORECAST of 
Display Fashions & Trends 


This annual Display Review issue of DISPLAY WORLD will be a 
greatly enlarged number with many special editorial features. As in the 
past, it will be a display directory and reference guide; copies will be 
retained indefinitely. 









Hence this special issue represents a real opportunity for the manu- 
facturers and distributors of all types of display material and equipment 
to advertise their products just as the new buying season gets under 
way. The circulation of 15,500 copies provides low-cost coverage of 
the complete display market .. . the biggest and best advertising value 
for profitable sales promotion in the display field. 


MAKE YOUR SPACE RESERVATION NOW! 
JANUARY ISSUE, OUT JANUARY 15. ADVERTISING CLOSING DATE DECEMBER 31. 
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MERRY CHRISTMAS from OLD KING COLE 


Incongruous? 


Well, maybe, but now that your Christmas 
windows are doing their bit to spread the 
Holiday spirit, you probably are ready to ifornia 
think about Spring. And from Valentine’s 
Day to Mother’s Day you'll find an Old 
King Cole display to fit the occasion. 


rrala © 
iil cors 
aftmast 
Write us for complete information edalitel 
cler me 
| de lt 


OLD KING COLE DISPLAYS, Inc., Canton, Ohio jim 
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MADE OF GENUINE 


= Tekwood ie 


REG. uv. S. PAT. OFF. 


ARE IMPORTANT MATERIAL CHARACTERISTICS (Qimmaceegamaniam al 





KRAFT PAPER 


A tharam 
4 


> 
€o Product of 


ip: oe ad mat 

How many of them does your product need ? ties nie 
ogan ¢ 
. Won't buckle, split or splinter AND TEKWOOD IS REMARKABLY LOW IN PRICE! indini 
‘ congene senesnneitied The secret of Tekwood’s versatility lies in the tific p 
- Takes embossing cleanly and permanently way it’s made. To each side of a core of sturdy 
hardwood, a tough sheet of cylinder Kraft paper 
is bonded. The grain of the Kraft goes at right 


; , wca rd 
. Ideal undersurface for covering materials 


- Die-cuts cleanly and easily ie sta 


- Unusually high strength weight ratio angles to the grain of the wood. The resulting lery ca 


- Extraordinary durability “sandwich” is tough, strong, rigid. Panels: 
. Light in weight 48""x 96", Write us today for complete data on 
. Routs or folds quickly and easily Tekwood. Chances are, the Tekwood Ten can help 
. Self-hinging, when scored or cut partly through improve your product. 


UNITED STATES PLYWOOD CORPORATION 


55 West 44th Street, New York 18, N. Y. 


Manufacturers of Tekwood and Weldwood Plywood 
Pekwood is a patented product — U.S. Pat. No. 1997344.” 
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lifornia display studio 


rrala co. 

ul corsillo, inc. 
afimasters 

talline plastics co. 
der mannikin co. 

|. deluca co. 

werald display 

ners of hawaii 

at and sons, ine: 
halverson, inc. 
hawkins displays 

a. jacobs co. 

nes h. jacobson 
rsales co. 

tharam fabric corp. 
 mattson 

omgan co. 

ini studio 

wific promotions 
weard machine co. 
we starkman 

lery ee 


‘feld creations 
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Shonsored ty California Display Induslites 
al the Hotel bexandia tn Kos - Angeles. 


Shectal events highlighted ty lhe dinner 
dance and entertainment motte studto 


low -lelecvdston and rvadto Froadcasts. 
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for further information, write to california display industries, 
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displa epartment at e 

N 1 Scattl is Hbeen ¢ illed Ipo 

t 1 Wa itera to wrap 1p) thie hive 
stor building in ribbons lke a ett box 
duri ’ t Krom Frederick & Nelson” 
campaie Phe nterio} displa ni carried 
t t ext like most ot their undet 

t S successtu | ey Wwral 
per p> thre ti in broad ribbons of clotl 
ke some eantic | istas ett Phe 
id vable mistake The broad 
bhons Vel ( ( to Vvithstane winds 
60 miles i whi s vuld ] ive 

‘ sufficient i J5 mile at ur gale 
swept throug] Seattle unexpected]y al 
4 ist ripped the material trom its) moor 
ings Phe displaymen had quite a_— time 
securing the flapping “ribbon” a ribbon 
whic if laid end to end. stretched tor 

1 ‘ 1 


1...1 , 1 ' , 
neariv Na i mile and which was as broad 
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That is just one of the manv outside jobs 


this interior display 


department does during 


the yeat It also furnishes awnings, flags, 
stands, and the like and puts up displays 
at the antique show, aquarium show, flowe1 
show, home show, style show and_ other 
events held in the Art museum, local hotels 
civic armory and civic auditorium Each 


vear 1t 1s responsible for the settings at the 
20° 120-ftoot Frederick & Nelson booth 
at the Puyallup fat 


department 1s only a 


division ot the overall department whicl 


—Upper left, part of the interior treatment 
for a bridal promotion on the ''Spring-Birds- 
Sing’ theme Escalator displays are re- 
garded as among the most important at 
Frederick & Nelson; several are shown here 

Lower right, column treatments are some- 
times quite unusual, as witness this one for 
the housewares department— 
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includes windows, interiors, signs, and_ the 


shop. Some 38 people are employed in tne 
four with 11 in the 
partment making it one of the 
the West Coast. 
rector for the 


divisions, interior de- isis 
largest on eae 
Joe Sjursen is display di- a 
William Brado handles RY 
the shop, 
display 


store: 


windows; Joe Berney manages 


Schnider is interior 
display department is an- 
R. D. Friend, the 

who coordinates adver- 


and Howard 
manager The 
sales 


swerable only to 





promotion manage! 


tising, radio, windows, interiors and_ all 
other promotional facilities 

large windows and eigl 
Frederick & Nelson, an 
coordinated with these 


is a different theme \ 


There are 20 





entrance Cases at 
interior displays are 


window displays. There 


every week. The interior display depart- 
ment changes over 100 mannequins every 
seven days as well as meeting the week!) 


schedule for the 12 escalator displays, tne 


20 platform displays on the second floor, the 
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indles 


shop, 


: es 
Ispiday 
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Display Department 


irnishings windows and the 


veek Schnider meets with his interior 
staff, where promotions 
gestions made. The manager passes 


estions in writing, as well as orally, 





ere windows, cases and displays are 
one in the interior display 
ins off the ledges, 


, a third dusts the merchandise 
surth waters the plants. 








and apparel. In addition to these daily 
duties they have many and varied extra 
activities. One group is assigned to the 
“hot spot” type of activity which calls for 
quick creative ingenuity such as wrapping 
up the building like a gift box, and then 


bon under adverse 


rescuing the huge rib 
conditions during a big blow 

\ lady stylist, with two lady assistants, 
coordinates the accessories and apparel and 
clothes the mannequins, as well as handling 
some of the display cases This work is 


—In the toy department, dolls are shown in 
front of a doll house constructed by the in- 
terior display group. . . The interior staff, 
headed by Howard Schnider (right front); 
Joe Sjursen, display director for the store, is 
at the left front. . . Oddly enough, one of the 
interior group's duties was to tie up the store 
as a huge gift package. . . Lower right, 
another escalator display— 





By HOWARD E. JACKSON 


the merchandis 
ing department. 
unusual features of th 


also Oversees 


showing of merchandise which this man 
manager, do not consider proper. 

the escalator dis 
are most important among the interior 
displays because ot 
at least look at them 


[Continued on page 70] 





NS LAMOUR has taken ove: 
New York City 


plays have 


the town in 
dis- 
hard to sell 


gowns to a 


windows, where 


been working 


the new shorter evening rather 
reluctant audience 


Clever presentation in several 


hirst 


Instances 


overcome. the barrier of 


resistance 


idmiration in the spectator to 


tangible memory upon entering 


vil 1] } 


ventually be translated into 


t thes 


\venue 


suggested a 


Wspirations appeared at 


Where Display Directo1 


crowd Ol 


admirers 


simple device ol collec 


mounting a 


ns evening collars and white bow 


mvisible wire cloud torm against 
wing this effect im a series 


rave added interest and em 


silver toil stars were part 


bouffant white gown 


Vas accompanied by 


DISPLAY WORLD 


“Eventidings Ebbing hemlines 

Norell” 
Headlights” at 

pearl 
hats 


was the 


reading 
by Traina 
* Holiday 
sisted of 
small 


Altman's con- 


and sequin’ embroidered 


white Che arresting part of this 
half arch of blue 
that from the 


(Due to careful 


display white 
floor 


wiring, 


and 
sti 1p d hatboxe S 


1:1 
IKE a 


rose 
Irozen Wave 


it never broke.) Three mannequins emerged 
that stuffed 
Louis Villela, 


elittering hat 


boxes 


pape T 


director, hung one 


Prom 


open were with 


green tissue display 


as if it had 


—Upper left, by Sidney Ring, Saks-Fifth Ave- 
nue. Upper center, by Louis Villela, Alt- 
Upper right, by Wells Werner, 
Oppenheim Collins. Lower left, by Gene 
Moore, Bonwit Teller. Lower center by 
Sam Smith, De Pinna. Lower right, by 
Louis Villela. . . . (All photographs by cour- 
tesy of Virginia Roehl Studio, New York City— 


man's. 
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Nights Before Christmas In 


fallen out of the first box. The 


draperies were taupe 


floor and 


Inasmuch as there are days as well as 
nights on the Display Director 
Wells Werner “Another Oppenheim 
Collins first, corduroy separates in new car- 
nival 


up. Pale 


calendar, 
showed 
mid-season casual pick 
light brown were the 
colors of both the clothes and the grosgrain 


colors, your 


coral and 
ribbon diagonal stripes. The latter appeared 
at th 
Wooden finials, painted to matel 
pointed down on the top row 
the bottom for added 
makes even and pleasing stripes and using 


in a section at the top and ina fence 
backwall 
and up tron 
decoration. Ruibbor 
a contrasting backwall, a third color strip 
added with no trouble at all 

Shorter evening dresses took curtain calls 
in all eight of the Fifth 
Teller, where 


Moc Te 


for the line-up which made an enviable and 


Was 


windows at 
Director 
borrowed 40 male mannequins 


avenue 
Bonwit Display 


(sene 





pECcMBER, 1949 BIisPLaAyY Worse 


New York Windows iiecisidl nae Ma eae ane 


or and mpressive stagline of admirers. The copy in a toy fantasy to delight small fry. “It’s a In keeping with the delicately colored 

stated that “‘All eyes were on the star great wide wonderful world to a child” said gowns of pale pink, faint chartreuse and 
vell as f the evening’. This unusual assemblage the copy and backed it up with an imagina- champagne was a colonnade of gold wire 
Jirector f figures in uniform high hats and tails tive geography lesson in which three-dimen- and yellow angel hair. A shiny gold floor 


1 


enheim Hi a much talked-about background for sional maps depicted such enticing places as reflected the glow of pink spotlights which 


single gown shown in each window Gingerbread Land, Rock Candy Mountains, also made gold beaded bags glitter. Feathe 
small spotlights in the center front of Land of Cookies, Hobby Horse Land, ete., fans, a fur wrap and pertume were sug 
sre the display highlighted the brilliant dresses each of the “countries” painted in a different gested accessories 
sgrain De Pinna’s Abbreviated Short, Dark and color. Giant striped candy canes hung from In a window at Lord & Taylor that is 
peare landsome Dress for a Long Evening” read the brown-on-white trees 


] 
} 
I 


lat framed the usually reserved for men only, the gentle 
at the t py with “Short, Dark and Hand scene where little girls sampled candy 1 men were joined by the ladies with copy 
matcl : being interlined above and empha the foreground reading, “In the bright spots around town 
> fron in bright blue, with the rest of the Nylon tulle was the “Nocturnal Keynote” you'll be seeing suits from our superb col- 
Ribbor ttering black on a white streamer Black with which Display Director Donald Angus lection of especially selected worsted tab 
using en hair fern, glittering with mica, fol ushered in the formal season at Jay Thorpe rics at $75.00". Each mannequin was com- 
stripe wed the graceful arches of black wire tortably enjoying the show from a tront row 
Ihe floor was covered with black patent vantage point, occupying gilt chairs behind 
abundantly scattered with mica. The —Upper left, by Donald Angus, Jay Thorpe. a low red velvet curtain. Two symbolic 
OWS at eally short gown otf black was posed by . . Upper right, by Henry Callahan, Lord & gold papier mache masques at the right 
irector lay Director Sam Smith against a whit Taylor. . . . Lower left, by William O'Connor, were hung on folds of draped crimson vel- 
equins Na Milgrim's. . . . Lower right, by John R. Foley, vet above a scale model of a French theatre 
le and tman'’s had its first Christmas window Macy's— {Continued on page 61] 
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—This is the basic structural set-up the d os 
i ei signer had to work with in the conversions . 
described in the article: A door and stairway = 
not really unattractive, but old-fashioned and = 
iat contributing nothing whatever to the store's 
Alteration / k display— 
On tne 
sales (>) design and to almost any type of merchan- 
' . 
A oo dise. ‘ 
§ 4. ral > This should not really surprise anyone, A 
store 1s a stage for good merchandising store 
o Gc? and on stage the steps have been a “natural” t 
10 ' ‘ — for Cramaatic aerents ever smce the time of is] 
‘ 49 (e} the ancient drama in Greece. iis 
To prepare the stage the old-fashioned 
. | PO By banisters should be completely covered by fied 
| a OI) plywood, grooved oak panels, mirror-panels 1issa 
ee Se or natural brick. Now it is ready to ac- It 
A commodate all sorts of displays or simply ( 
}\ act as a discreet back-drop for the displays ppt 
CO! up in front. Mar 
ao Our first sketch shows just such a simpli- that 
fied staircase covered with machine-grooved 
fine-ridged “Weldtex” panels. Between the Sk 
new-paneled wall and the staircase itself been 
: there is a space of about 8 inches, just wide 
The Handi t Stat d 
e Handicap Of Stairs And Doors... 
DISPLAY WORLD has arranged with this well-known firm of designers to 
answer, gratis, specific problems as outlined in the accompanying article. 
Problems involving engineering can not be included, and the authors of 
this series of articles of necessity limit the questions to one per store. 
N the first article of this series we took = that may seem quite discouraging at. first enough to allow tor copper plant-boxes with 
| yy certain tundamental principles bear But however old-fashioned the stairs may philodendron plants. These plants belong 
on store and showroom design and be, invariably there are many possibilities to the most sturdy kind of greens and can 
ved their practical application under — to adapt every one of them to contemporary be used successtully in indoor displays even 
deal circumstances Phi second articl 
ealt) witl irchitectural necessities—sucl 
exposed piping, an unsightly column 1 
i display window, and so  tortl and how 
to convert them into attractive parts of thr 
store’s display scheme. With this third art 
icle we come to two specific structural units 
which many times are nuisances trom a dis 
play standpoint, but which can be adapt 
with relative ease into assets for display 
Phe two mentioned are stairs and doors, 
and as a matter of fact they can be made 
to play a really important part = in_ the 
store’s interior display and general decor 
But on the whole, stairs and doors in 
stores can be great headaches And there 
re many more*stores with stairs im you 
own neighborhood than you may recall at 
first. And practically every store has at least 
door to the rear section 
When we take over such an old fashioned 
shop the stairs may look like an illustration 
b Saul Steinberg and present a_ problem 
—Sketch No. | shows the stairway covered ” 
with machine-grooved fine-ridged panels. A S 
space of about 8 inches between the paneled - 


wall and the staircase holds copper plant boxes 


laden with philodendron plants. The door now 








has a simplified classic molding— 





d —l|n this drawing the same basic treatment 
p as in Sketch No. | is followed, but the stair- 
Ons ° . ° 

case now is a fine display medium for cos- 
wo 


metics or similar merchandise. The space 


and between the inside and outside walls has been 


Dre's used to provide lighted niches— = 
= » 
a ¢ 
0 to 15 feet away from the window. 
chan- e same display, but with a wide brick 
ise around the staircase on the floor, will 
ne. A | n excellent background in a florist’s 
lising with hanging vine plants fastened 
tural’ t outside wall otf the staircase and 
ne of 1s of different sizes placed on the brick 
dis on the floor. The doors in sketeh No. 
1oned | add drama to the room with their simpli 
“d by lassic moldings remininscent of Ren 
anels uissanice motifs. 
» ac- t might be mentioned in passing that the 
imply natural greenery in stores has much 
plays ippeal to shoppers, particularly to women. 
Many stores have found this to be true, and 
mpli- that the small amount of time required to : 2 
oved tor the plants is a good investment. _EA Z 
n the Sketch No. 2 pictures a staircase that has 
itself been used to the fullest extent as a display 
wide setting for cosmetics. Constructed funda 
just like staircase No. 1, the 8 Drawing No. 3 brings the application of 
distance between inside and_= outside winding shelves which connect the stair 
has been utilized to insert lighted case with the store wall. This treatment 
for bottles. To add glamour these does not take advantage of the dramatic 
may be mirrored or painted in blend- possibilities of the staircase but helps us 
g contrasting colors. The idea holds to overlook it by accentuating the pyramided 
well for accessories, delicacies, display in front of the stairs. While this 
with records, et The doors in sketch display shows different types of gift-war« 
‘long \ repeat the chess-board design, show it seems equally well suited for fashion, 
can ised wooden panels painted in_ the home furnishings, books, luggage, antiques, 
even the wall objets dart and many related items ot 
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By KIM HOFFMAN and 
T STEPHEN HEIDRICH 
Designers, New York City 


attractive design Phe 


feature a chevron pat 


medium size and 


doors in this design 


tern, which can be obtained with mechani 
cally grooved wooden plates applied to the 
body of the door. Within an otherwiss« 


painted store these doors interest 


add 
when treated in a natural rust-bt ‘ol 
when treate na natural rust-bDrown Color. 
Sketch No. 4, 


tion as the previous design, introduces wide, 


may 


based on the same construc 


evenly Space | panels These panels, which 
may be made ot some attractively treated 
oak, redwood ot other well grained wood, 


enclose the staircase completely hey are 
equipped with unevenly spaced pegs to fea 
ture all types of fashion or decorative tab 
rics in an impressive manner. Of course, as 
is the with all the 
solutions, this arrangement may be 
other types of 
hats or bags, clocks, paintings, ete. If flat 
instead of still 
of possibilities to display a 


Case earl r described 


used tor 


merchandise, such as ladies’ 


shelves pegs are used, a 


greater range 


variety of merchandise is at hand Now 
you are able to show toys, plants, pullovers, 
wines, foods and many other items. The 


door shown in this drawing continues the 


feeling of country atmosphere. The treat- 
ment is remindful of Venetian blinds and is 


horizontal outside 


similar to siding on the 
of country Made of the 
or California redwood, they create 
decorative simplicity and a pattern without 
effort 


houses. same oak 


a note of 


[Continued on page 66] 


—Sketch No. 3 shows how the staircase can be 

minimized by accenting the pyramidal display 

in front of it. A wide range of merchandise 

could be displayed in this manner, and varied 

as desired. The doors now have a chevron 

pattern obtained through mechanically grooved 
wooden plates— 





trip down Hol 


wood. 
lock’s. 


Robinson & Co. 
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Smith presented the 


windows 


Joseph and Mary, and ending 


] 


Jesus talking to the 


\ second 


torm ot 
t against 


in bas-rehet 


special mastic and 


Giving it an 


—Upper right, by Vid Rosner, Nancy's, Holly- 


Upper left, by J. W. Miles, Bul- 
Lower right, by Paul Smith, J. W. 
Lower left, by Robert 
Rough, The May Company-Crenshaw— 


beginning with the 


aqoctors 
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Pas. 


9 


r* 


ye 


ristmas For 


stained glass windows One ot these di 
plays is pictured on this page 

The other eight windows in the Robinso 
Child” 


figures mide of the same mastic as the w 


“Story ot the Christ 


series 


in which the stained glass windows 
) 


set Left in natural color, the statues looke 


vy had been taken from some 


‘ 1 


dieval cathedral. Backgrounds were painte 


on construction board and given a 


dimensional look with actual stones, 21 


the foreground Phe displ 
the form of an open 
the scene done in col 


decorated letters In the S 


! 
hadow-boxes at the entrance to the 


apier mache organists, dressed in medi 


1 


ostumes, played soft music which was | 


loudspeakers to the street 


ldren, from two to a hundred and 


thronged around the big corner window 


Display Director J 


Bulloc k’s to SCE 
I 


Miles’ featured Christmas display 














lay Director Stanle 
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Los Angeles 


borrowed lavishly trom well 


to do the big animated wind 


1 


Company \ tremendous 


not illustrated. The tree was 


ated with toys, ornaments, 


\lso on the tree were large 


ornaments, cut out to provide 
for the characters fron 
rhymes and tairy tales hese 
ail inimatec Tigers el 
round under a palm tree 
Sambo huddled tearfull 

ree Qn another branch Old Mother Hub 
ard kept openil the d I ] 
while her pool littl dog 

1 anticipatio Little M 
iWa Iron the Pp! le Little 

ler the havstacl i! 

eetered 1)¢ lo ] 1] S 

el tell ( d Spla 

re tol< ' + + CCE ( 

vitl ried = , 


o her ¢ upboard 


29 


—Left. by M. D. Luick, The Broadway-Holly- 

wood, Hollywood. . . . Center, by Stanley E. 

Thompson, The May Company. . . . Below, by 
Vid Rosner— 


“And where do you think they tound dea 
Santa Claus? Why, under the Christmas 
tree at The May Company, of course!” 

Out at The May Company-Crenshaw, Dis 
play Director Robert Rough used the sam 
theme for his big corner window Here, 
Santa Ciaus was found “under the Christ 
mas Tree at The May Company-Crenshaw 
of course!” Rough used five Christmas 
trees, built around the five big columns at 
the back of the window. Five-foot glass 
ornaments, hand decorated by the displa 
department, were used for the Mother Goose 
and fairy tale characters. A dark green 
cvclorama was hung behind the trees. Eye 
catching tovs were displayed on the snow 
covered floor One of the displays is seel 
in the third illustration 

The Broadway-Hollywood always gets a 
great deal of attention at this time of thi 
it on Holly 
wood and Vine—the starting point of the 
famed Santa Claus parade And displa 
Director M DD. Luick did well by Santa 


Claus Lane by creating a big candelabra as 


1 


vear, because it’s located rig 


the main focal point of the store’s displa 
theme on the interior (not shown). Luick 
used glittering white manzanita branches 
studded with Christmas tree ornaments 
Suspended trom the ceiling was a_ long 
manzanita trunk Fastened to the botton 
of this was a cluster of manzanita branches 
Tall, slim candles, topped with miniature 
light bulbs were on the branches 

Display Director Vid Rosner used 18 
inch ballerina figures throughout his Christ 
mas series at Nancy's in Hollywood as 
pictured. The windows were framed with 
a green glass lace material, outlined wit! 


gold baroque, and spattered with gold se 


quins. Grouped around the mannequins 


[Continued on page 92] 
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JMPARING the operation of a retaj 

store to that of a smoothly function. 

ing piece of machinery is by no mean; 
new, but it seems especially appropriate ; 
speaking of the Lindner-Davis Company, 0; 
Cleveland. For here display is a synchiron- 
ized function which is closely fitted into th 
entire promotion picture, just as one cog 
wheel meshes into another. 

The Lindner-Davis Company is a con 
pletely remodeled five-story department 
store—an amalgamation of the W. B. Davis 
Company and the Lindner Coy, both wel] 
known over the vears to Cleveland shoppers 
The new store carefully correlates window 
display to allied forms of advertising by 
means of long-range planning and by closs 
cooperation among the departments con- 
cerned. 

The budget for advertising and_ promo- 
tions at the new store is slightly higher, it 
is rumored, than the 1-% per cent of gross 


n Lindner's 


sales Customary at most units of the Allied 
Stores, Inc. system. Of this annual appro- 
priation approximately one third. estimated 
at $42,000 yearly, is devoted to display 

Display ideas usually originate at fashion 
coordinating meetings. These are attended 
by the divisional and the general merchan- 
dising managers of the store, the buyers, 
the advertising and promotional staff, the 
display manager, and headed by the public 
relations director of the store. 

\t these meetings sales promotions are 
planned and scheduled, approximately one 


month in advance, and merchandise _ that 


will be featured is decided upon. 

With the advertising and promotion de 
partment, the display manager discusses the 
theme and method of presentation for a 
given promotion. In order to cover the 
greatest possible assortment of merchandise, 
the themes for window displays are not 
usually the same as those used in news 
paper advertising 

With a theme established, however, the 
display manager and his assistant develop a 
series of window displays and, if desired, 
follow through with displays for the 1in- 
terior of the store \iter approval by the 
public relations director these displays are 
ready for construction in the display de- 
partment’s shop 

The display manager of a larger store 
than Lindner-Davis might envy the facil- 
ities of this department Located in the 
basement of the store, it comprises approx!- 
mately 3,300 square feet of floor area, espe- 


cially designed for handling display trafhe 


with facility and tor quick access to proper- 
ties \ compact floor layout, wide, un- 


cluttered aisles, and a= svstemati storage 


—''Blueprint for Fashion’ was the theme of 
the first display, the background being formed 
by varied scenic squares. . . . Center, one of 
the displays for the opening of the new store. 

Left, a tie-in with a six-page spread in 
Town & Country. . . . (All photographs by 
courtesy of Fine Arts Studios, Cleveland)— 
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— This window with an abstract treatment was 


ie-in with Revlon cosmetics. . . . Center, a 


Q 


-k-to-school window. . . . Below, one of a 


o 


up of windows featuring ‘Zodiac’ cos- 
metics, each having a different sign of the 
zodiac and stressing the suitability of the 
-osmetics for different types of apparel— 


eement increase efficiency and elimi 
waste space and waste motion. 
king up the physical part of the de 
ment are two offices, a properties stor 
room with a smaller adjoining room 
annequins, a sign shop, a paint shop, 
ind a carpenter’s room. An additional small 
storage room is planned, in which apparel 
accessories to be featured in future 
ays will be stored until needed. 
staff of the department, in addition 
to the display manager and his assistant, 
ides a general properties man, an artist, 


DISPLAY WORLD 


Selling Machine 


t sign shop employes one of whom 

alizes in hand-lettering, a clerk who 

les office detail, a specialist in men’s 

splay, two interior displaymen, and 

window displaymen 

ere are 15 large windows in the store, 

which measure 16 by 7 feet and are 8 
feet in depth; there are five smaller vesti 

le windows measuring 6 by 7 feet and 

so 8 feet deep. Of these, only the main 


lows fronting on busv Euclid avenue 


used for fashion display. The remain 
windows are devoted to the display of 
priced merchandise. At the front of 


re men’s apparel is featured exclu 
in the western windows, with women’s 
being shown in a larger display on 
astern side 
rr the opening of the store, however, no 
chandise of any kind appeared in the 
lows. Instead, in an effort to sell the 
store to the public rather than its met 
ndise a simple but eye-catching display 
designed. Tropical flowers against a 
kground of straw mats filled each win 
together with life-size papier mache 
ues of Nubian boys wearing turbans 
carrying still more flowers. Orchids 
given to all women shoppers who en 
the store during the grand opening. 
in other department stores, window 
lay at Lindner-Davis often ties in with 
ted promotions of various manufac 
rs to mutal advantage. This is typified 
series of displays developed for Revlon 
etics. Mannequins wearing clothing in 
irietvy of colors—to demonstrate the co 
ination of Revlon with any costume 
displayed before a background = ot 
ealistic faces and Revlon products 
Showeards in each window. carried the 
e “Red is newly important.” 
ide from standard display units, which 
seldom changed, interior displays are 
rally based on ideas originating in the 
ion coordinating meetings. On the first 
of Lindner-Davis, shadow-boxes play 
reat part in the display scheme Since 


[Continued on page 56) 
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ANTA Claus’ appearance on State street 
at the head of a tovland parade has 
become a tradition in Chicago, where 


it is the signal for merchants along. the 


route to unveil their tov windows. He a1 
rived on November 19th this vear, late1 than 
usual, but with all the pomp and ceremony 
that has been accorded him in the past 
Notwithstanding the desire of the State 


Street Council to have all windows opened 


simultaneously to give impetus to the gala 
event, many stores by-passed Thanksgiving 
and opened their windows as much as a 
week a ead Ot sche ule 

Sleek white reindeer aYalln art leaping 
over State street lamps, driven by two 
Santas and with reins of 5,000 green lights 
Peppermint candy canes enclosing the lamp 


standards have been added this season 


giving the street an extra Christmas fillip 


Not to be overshadowed by the glamour ot 





State street, the Michigan Avenue Associa 





tion staged how of ats wn by erectn 
twinkling 25-foot Christmas trees, parallel romantic mood and accelerates the buying 
ing the avenue for a mile and a halt Phe tempo to a degree well worth the cost in 
famed avenue in its holiday dress is an en volved 

ting forest that puts shoppers Im a Marshall Field & Co rep ated its spec 


tacular array of Christmas glitter in 15 
windows, where a vast selection of gift 
giving items was classified according to type 
with structural backgrounds of glistening 


balls 


tinsel, outlined with colorful metallic 
(See the large photograph on this page 
The props were. stylized Christmas trees 
some purely decorative, others constructed 
to hold “the enchanting gift’—toys; “th 
sterling giit’—silverware, antiques, turn! 
ture, and lounging apparel: “the treasured 
eit”, music boxes, radios, and records; al 
soon, with of course the omnipresent mat 
nequins Field’s use wherever possible 
These merchandising windows were Tr 
placed December 5th by the “Uncle Mistle 





—Top, by Clement Bradley, Carson Pirie 

Scott & Co... . Center, by Arthur Gault, Chas. 

A. Stevens & Co. . .. Left, by John Moss 
Marshall Field & Co.— 
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— Right, by J. Boghosse, Goldblati's. . . . Cen- 
te’, by Clement Bradley. . . . Below, by A. C. 
Poirier, Lane Bryant— 


eries, Which is the fourth consecutive 
( this 13-act drama of Santa's jolly 
iry of goodwill has been untolded 
fanciful tale is a completely new ver 
this year, repeated as an institutional 
tion for the sole purpose of bringing 
» all who have made it possible tot 
Field’s to acclaim “A gift from Field's 
eans more.” Both series were presented 
the direction of John Moss, director 
sign 
Goldblatt Brothers merchandising win 
lows under the title “Glory be ‘tis Christ 
as Morn” were repeated because of thet 
ficiency in bringing items trom every de 


utment before the public. The eleven 
indows (one shown at the top of page 33) 
ere outfitted as various rooms in a home 





re families gather to exchange giits 


(Christmas morning Mannequins had 
ed apparel presents and others were 

unwrapped trom elaborately boxed 
iges in order to bring gift) mer 
lise into full view. This display has 
so successful from the standpoint ot 
g and of cooperating with so many of 


tore’s buyers that it has been decided 
peat it every season as a_ traditional 
| ttering, according to a company official 


lblatt’s toy window (not pictured) 

| ucted and installed by the display de 
ent, is the most elaborately animated 

the store has exhibited The scene 

» 's | in a television studio where seven 
gnomes play the part of studio per 
\sleep on the stage is Goldblatt’s 
that roly-poly figure who always has 
in breathing. He is tired from over 
ind his feet hurt. You know this be 
he has removed his boots. Near him 
lephant and a giraffe with tonsillitis 
iking strange gestures in an endeavor 
use His Majesty before the funny 
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By Shirley Ware 


clock strikes EZ. There are also two 
bons who nervously walk a_ tight rope 
hoping Santa will not oversleep. The stage 
scene 1s projected on two television screens 
along with the happenings on the eighth 
Hoor toy department This is done by uw 
rolling 178 feet of kodachrome film taken 
betore the window was unveiled The tele 
cast mechanism is automatic and contin 
uous and all figures move according to the 
role assigned to them 

he display ts titled “Santa’s make-believe 
television theatre’ and has a = sub-heading, 
“Santa's little helpers bring vou a direct 
telecast of Santa’, via the North Pol r\ 
Company Phe telecast scenes in color are 
ientified by readers as the film unrolls. It 
is a make-believe show but 1t amuses every 
one who sees it. Display at Goldblatt’s 
State street store is directed by J. Boghoss« 


[Continued on page 64) 
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1944, 
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Color Is The Important Thing 


displays in 


office and show 


installing a window in our 
rooms at 47 West 34th street, New York 
City, I became bored with the standardized 


and traditional way of displaying my firm’s 


“a 
‘ 
‘ 

- 
- 











products. I woke up to the fact that color 
was the psychological ingredient needed t 


make jewelry displays more magnetic. Cor 


and I began to realize that color coul 
do much .to overcome the similarity oi! 
jewelry displays and thereby stimulate th 
sale of fashion jewels by the proper coor 
dination of color and texture of fabrics 


with jewelry 
Motion pictures, when shown in color an 


generally known “Technicolor,” are ad 


ds» 


vertised as such and are usually bigger bo» 


office attractions than the conventiona 
black and white 

The pe rfection of television in color 
being strived for by scientists to increas 
the popularity of this new phenomenon 


The men’s shirt industry enjoyed a sensa 
tional this past getting 
away conventional white shirt an 


season summer by 
from the 
introducing lavender, a! 


pastels in pink, 


lemon 


—In addition to emphasizing the importance 
of color in jewelry displays, Henry Altheimer 
insists logically enough on showing certain 
types of costume jewelry on the same kind of 
fabric with which it will be worn. Thus in the 
display above, the jewelry is shown with lame 
and sequins. . . . At the left, with woolens, 
and on the opposite page with mink, ermine, 
camel's hair, butcher's linen, and with reptile— 
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By HENRY ALTHEIMER 
Coro, Inc., New York City 


adies underwear manutacturers, who tor 
many years made underthings in only white 
traditional 


and tea colors, 
retailers and the 


rose, the now 


present to consumer as 
many as ten colors. 
foday everything is color! 


The growing appreciation of the selling 


power of color and its ability to attract 
attention in merchandising is now adapted 
in store displays for costume jewelry. It is 


the daring of color that makes windows 
unusual—and unusual windows are the aim 
of the display profession. 

Poday in the display of jewelry we must 
seck inspiration from the merchandise to be 
displaved and then plan accordingly. We 
no longer can present pastel 
summet 
display 


white and 
worn in the 
then 
them on fixtures covered with velvets, just 


seed-bead necklaces- 


with linens and cottons—and 


covered 


because the jewelry fixtures were 

with velvets last yeat 

Backgrounds, floors, fixtures, ete., are 
supposed to typify milady’s dress. There- 
fore, with the diversified types of jewelry 


worn, standardization of jewelry windows 
and cases must be abolished. In order to 
emphasize the individuality of a jewelry 


window or case must be dressed 


item, the 


accordingly, like any other seasonable ac 


cessory. Color can help accomplish this 


In Modern 


Sport jewelry should not be shown 
on velvet because it is not worn on velvet! 
It must be shown in its proper atmosphere. 


I 


By the same token, a lush piece of rhine- 


purpose. 


stone jewelry should not be shown on ging- 
shown on a color and 


flair. 


must be 
with a continental 


am but 
texture 
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Nature's 
to catch our eve. 


treatments 
wisdom in the 


have color 


Nature's 


flowers 


choice ot colorings has been proved Let's 
follow the example. 

Color and texture of fabric has a vital 
power and its power in connection with 


proper jewelry display can not be ignored! 


Jewelry Dis 


Coro has emphasized color with jewelry 
for the past five years and finally display 
directors are using +t to a greater degree 


than before. The old cream shades, 


off-whites, beige and grays are giving way 
either in bold 


ever 


to more attractive shades, 


color or pastel tones. 


35 





It has been proven in most cases that the 
sales-builder of jewelry figures has been 
attributed to a_ weil 


organized, orderly 


department, intelligently laid out with 
proper fixtures, and using correct color 
treatments to arrest the eve The store 


which has the courage will cover its jewelry 


lay 


department 
and exotic color schemes. 


fixtures, steps, etc., in daring 
That 
easily attain leadership in its city by having 
a magnetic jewelry department. Coro’s ex 
perience has proved that only correct fix 
tures covered in seasonable and appropriate 
[Continued on page 60] 


store can 
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by Louis Gehring 


Display Designer and Consultant 
New York 


Arrangement: This early spring window consist 
TW yetir ite nit nice y orranaea. An air oT smart 


ness ana pnistication is noted in the aisplay. 


Properties: The first signs of spring are depicted in 


Jisplay raindrops bursting from a cloud and 
t ms from a tree. The fashionably 
yttired mannequin displays a smart umbrella. She 
THONTeA as to cast a strong shadow. Cor y 

r r } 1+ wer lett 








Arrangement: || pring suit display consist 


' Yetinit rn \+ } - : , 
ray: ¢ f rma! poalan not 
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Properties: 
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Arrangement: Three units are noted in this un 
usual millinery window. Merchandise is limited 
each hat playing an important part in the display. 


Properties: The easel, tripod, drawing board and 
other props of the painter's studio convey the 
idea that the hats in this collection are actually 
works of art. A nore of fantasy is reflected in the 
millinery heads of pale blue tissue mounted on wire 
stems. The tripod is black, the palette is dusty 
rose and the frame is light yellow. Hats have 
multi-color ribbons and flowers. Mannequin plays 
the part of a desianer. 
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Arrangement: This mens window is made up ot 
two combined units. Merchanaise is limited and 


caretully selected. 





Properties: The tree in the background is burstin 
s } ‘ : me : c ae 
‘ee é j with its first spring blossoms. Som T the k Y 
Ah ; f 7. 
\ ) ‘ ' are strewn on the floor of the window. These ar 
' 
p oe , ; 
f i i also retiected in the colortul ties adorning the wn 
‘=: : 
| 1 ~ } icn} r ~\ riaht 
hy” 1 A hirts. Copy card is displayed at lower right. 
J, A 
: j , 














Arrangement: One definite unit is noted in this 





mens hat display. Arrangement is interesting and 


appealing. 





Properties: The display shows a paneled door as 





background for a group of selected spring hats. 


_ . ‘f 
These are thrust into the door by means of dowels. 


Copy card lies directly beneath display. 














PAR Swe s gee we 


vais 


#4 


Arrangement: This eye-catching display consists of 


various elements combined to torm a sinale nit. 


Properties: The shoe-shine parlor is enclosed by a - 


drape. Just the legs of two men are shown. One 


S ° 
S aettina a hine the other waitina n turn. A 
yrouD of shoes is displayed below ther A larger 
| CTION Ma h n T ~ r ~ a Y | 
elie | N ay DE lOwW AS € 4 WV 4 4 














You Must Se 
The Mother 
First 


—These displays are by Sollie Sollenberger 
Neiman-Marcus Company, Dallas, under the 
supervision of Guy Malloy, display director— 


ay of most met 
to the ve of the 
the ultimate user, 
displayed for the 
loes the buying but passes 
to some other person 
excellent example, but 
stands out still mor 
merchandise 
r other rel 


Same Suave 


Wl mina 
apparel and the 
11 | 
in keeping wi 
us store 


\dow 


winds 
were oO 
complete the 
’s card copy read 
Marcus wedding h open to show a scene which ap- of the book and standing on a gold flittered 
windows “From ately matched the merchandise dis floor. 
1 next In eacl aved e scenes were done in relief. The \ll windows were done under the super- 
gold book mannequin in each case was posed in front vision of Guy Malloy, display director. 
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Faster, Easier Operating, Better 
than ever... The New Redesigned 


Showcard MACHINE 


ard 








For almost 20 years the Showcard 
Machine has proved itself, to hundreds of 
users, the most economical and satisfac- 
tory way to produce showcards and signs 
of all kinds. 

Now the Models A and B have been 
completely redesigned to make them even 
more outstanding. That handsome new 
exterior embraces a more rigid assembly 
of rollers and bearings. Inking plate is up 
at printing level. Bed of machine offers 
greater visibility, more working space. 
Every smallest detail has been scrutinized 
carefully. 

They still print type or cuts at any 
angle; print several colors in one opera- 
tion; ask no special skill to operate. And 
backed by one of the most sweeping guar- 
antees you've ever seen. 

If you haven’t yet investigated the 
Showcard Machine, do so now by all 
means. There are sizes for every need, 
prices for every budget—and savings that 
can pay the cost in less than one year. 
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...on and off the record 







































—Robert Nordman, 
a newcomer to dis- 
play, putting the 
finishing touches on 
a "Forty - Niner" 
background for the 
L. W. Robinson 
Company of Battle 
Creek, Mich., while 
John Mackey, the 
store's display man- 
ager, looks on— 


—A group of members and wives at a recent 

meeting of the Baltimore Display Guild. Left 

to right, Messrs. Hatoff, White, Morris, 

Canale, Parker, Wiseman, Leibowitz, Snyder, 
and Watkins— 





Adler-Jones 

—Here we find Bill 

Witte, display manager 

for J. C. Penney & Co., 

Fargo, N.D., burning the 

midnight oil while get- 

ting ready for Christ- 

mas— 

—Members of the display staff of Kann's, Wash- 
ington, take time out from preparing Christmas 
displays. Left to right, back row: Charlie Merrill d 
display director; Shirley Kanode, John Ryan WANTED: 
Francis Kirby, Helen Strojny, Buddy Bickel, Carl PHOTOGRAPHS FOR 
Bayer, Ellie Gramiaux, Ray Meeks. Front row, THIS PAGE 
Dick Farmer, Gladys Focht, and Alvin Hobson— . .. any size, any subject, 


so long as they show dis- 
play people at work or at 
play. Mail to DISPLAY 
WCRLD, Cincinnati |. 





—Mr. and Mrs. 
McCarter introduce son 
Danny to the beauties 
of Lake Michigan while 
on vacation. 
is a salesman for The 
Company, 
Chicago— 


McCarter 








John 


—The staff of Newhouse & Co., Memphis display 
firm, before the company's new building. In the 
usual order, Richard Hutton, Ted Botsford, Dusty 
Rose, Lou Bosdorf, Steve Henderson, Mamie Led- 
better, Syd Newhouse and Nita Newhouse (owners), 
Frank Phelps, Will Grimes, Trent Hall, Frenchie 
Miranne, and James Smith. T. J. Henderson and 
Frank Daugherty were absent when the photograph 
was made— 
















































CECEMBER, 1949 DISPLAY WoORLEB 


i 
| 
} 
} 
| 























Announcing 


66 9? 
THE GREAT, NEW Vituralehe GRASS MAT 
Revolutionary Advances Make it the Best on the Market! 


The “Naturalike” Grass Mat comes by its name honestly, for here is a mat so life-like — so 
thickly “planted” so firmly “rooted” that you will be amazed at its natural appearance! 
The finest Madagascar raffia closely trimmed and dyed a rich, verdant green by our special 
process — is multi-stitched to the burlap base in rows just one inch apart, and gives “Naturalike™ 
Mats the effect of well-kept creeping bent grass! 


Each “Naturalike” Grass Mat is flame proofed and treated to defy mildew. Available in all 
standard sizes — 3’ x 6’—3’ x 15’—3’ x 30’—5’ x 6’—5’ x 10’— 18" x 15’—and 18” x 30’. Be an 
early bird! Catch the eyes of passing crowds by using New ~“Naturalike” Grass Mats for all 
spring and summer displays! 


TUFF-TURF SPRINKLINGS 


The new, economical “fill-in” material for covering odd shaped spots difficult to fit with regular 
sized mats. Easy to use and re-use. Available in 3 or 4 lb. cartons or bulk. Grass green to mateh 
your “Naturalike” Grass Mats. 
Order your "Naturalike'’ Grass Mats and Sprinklings from your 
display supply house .. . now — today! 











MEMORIAL GRASS CO. 


UHRICHSVILLE OHIO 
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Help From Magazines 


No. 5: GOOD HOUSEKEEPING 
By ELEANOR POHLING, 


Merchandising Division, Good Housekeeping, New York City 


ISPLAY means sales in Good House 


keeping’s merchandising dictionary, 


and sales mean display It's tru 


that most displays will sell) merchandise, 


but Good Housekeeping knows that a good 
display moves more goods faste1 

ears this magazine has 
] 


goods 


For more than 40 


\ 
lisplay to sell more 


] Food 
customers \nd because we believe 
advertising campaign must 


sale. our st 


al advertising 


Housekeeping 


able through any other magazine More 


than 55 merchandising and display aids are 
featured in the magazine's handsome 26-page 


display aids book (available on request), in 


cluding no fewer than 12 styles of counter 


—Upper left, one of the displays by Pizitz, 
Birmingham, for Good Housekeeping's ''Mir- 
acle Beauty Plan'’ promotion. Upper right, 
Anderson's, Owensboro, Ky., used giant Guar- 
anty Seals to identify Good Housekeeping 
merchandise for shoppers. Lower left, a 
view of part of the main floor of Hochschild, 
Kohn & Co., Baltimore, showing Good House- 
keeping Laboratory blow-ups and giant Guar- 
anty Seals in use. . . Lower right, displays like 
this helped H. C. Prange Company, with four 
stores in Wisconsin, increase housewares sales 
50 per cent— 


cards, plastic base mounts for “double ex 
posure” of ads, adhesive sheli strips, show 
display 


styles of hang tags, three styles of merchan 


case and window stickers, three 
dise stickers, Guaranty Seal stickers, Scotel 
tape seals, pyramid-style and shelf-hanger 
point-of-sale boosters 

In 1948 
than 11,000,000 merchandising aids at cost 
to our advertisers. And in the first seven 
months of the year 1949, due to Good House- 


(;00d Housekeeping sold more 


keeping’s vigorous push of displays, sales 


have exceeded the same period in 1948 by 
60 per cent. Just walk into any retail store 
products on = display 


Seal. Manufacturers 


today and you'll see 


bearing the 4Guaranty 
incorporate it in their packaging to assur 


i 
[Continued on page 68] 
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Display Men Agree---“THIC 1§ THE BEST 


Actual Size 
Illustrated 


GARMENT DIVIDER 
EVER MADE!” 


National’s new “Bagel” Divider 


Brand New Circular Plastic Size 

Dividers Ten Times Sturdier! Life 1 0 C 

Time Construction. EACH 
Bigger, better, stronger! Long-lasting. 50% greater 
visibility. Static-free, dust repe ellent. Easy to handle, 
easy to see. Can't fall off racks. Superior in every 


way. Yet priced the same as ordinary dividers. 

These beaded-edge dividers answer all size-arrangement 
problems. Numbers | through 60, odd, even, and half 
sizes. Also in sets of letters of the alphabet. Keep stock 
neat, orderly in every department (infants and up). 
Write for free sample. 


BIG DISCOUNTS TO DISPLAY JOBBERS 


NATIONAL HANGER CO., INC. _ icw vor ci’ 


Representatives: Mr. Morty Fay, 1763 W. 3rd Ave., Miami, Fla. Mr. S. Shapiro, 941 Roosevelt Rd., Chicago, Ill. 
Mr. S. Horwitz, 5370 Pershing Ave., St. Louis, Mo. Mr. Harry Intrilligator, 60 South St., Boston, Mass. 














Our Famous NATURE-LIKE Grass Mats 









We promise these fresh, Nature-Like Grass Mats will 
enhance the attractiveness of your display creations. 
These mats have the "new look" that lasts longer — 
because they are made of highest quality material 
and workmanship. The turf is heavy and extra-thick. 
Perfectly uniform and even — no bare spots show 
through on these Nature-Like Grass Mats. Turf is 


securely stitched to a durable burlap base. 





Standard 
3 ft. x 6 ft. $3.75 


Size Mats 








SPRINKLINGS 
Covers approx. 
sq. 7t., 

0 sa, #. $9.50 


lb. carton 








NEW LOW PRICES 


12 in. width x 15 ft. length $ 4.50 
17 in. width x 15 ft. length 6.00 
5 ft. width x 6 ft. length 7.75 
3 ft. width x 15 ft. length 10.75 
5 ft. width x 10 ft. length 13.50 
5 ft. width x 15 ft. length 19.75 
3 ft. width x 30 ft. length 21.75 


Available in Natural Raffia Grass at same prices 


Special Sizes to Order — Any Length or Width 


moms ART R. COHEN CO. Dm: 


FILLED 


810 Penn Ave., Pittsburgh 22, Pa. DELIVERY 
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DE 
—Two students arrange stock inside the model tio DFC ORAIIN : \\ 
store according to the Pittsburgh Plate Glass LIGHTEN YOUR WORK WIT! 
Company plan... . Right, two representatives EE 
of Pittsburgh Plate Glass explain the plan in 
detail to two university students. Left to right, ( 
L. G. Slivka, Shirley Stephens, Pat Leonard, 

D. B. Newlin— : 
all phases of marketing, merchandising, ad- We 
vertising and retailing where the product 1s st 
distributed through retail channels. it 

The laboratory itself is a model store jo 
with a modern visual front (Pittsburgh a 
Plate Glass). The salesroom behind the front eg 
is small, but still large enough to give any Me 
manufacturer or retailer the opportunity to a 
arrange merchandise and fixtures to get \ 
over important points relating to point-of- nin 
sale presentations. The model store itself Pir 
is flexible and can be adapted to take any ASS 
line of fixtures and merchandise; even the acte 
name on the store front can be changed at ver 
will. There is plenty of space around the mins 
alot 
( 
1g 
Merchandising Laboratory O d |= 
1); 
NIEW sales and merchandising labora classroom for other laboratory exhibits and — distribution will have classes in this room, mere 
tory, the first of its kind to be opened = developments. The store is fitted out with surrounded by laboratory exhibits. cl 
by an university in the United sound equipment so that the entire lecture These exhibits will be turned over to one tbo 
States, had its introduction to the public ot can be heard in the classroom even though manufacturer or retailer at a time. For the 
Novemeber 11 at the University of Akron the speaker is inside the store and behind opening, the space was given over to Pitts- d 
Akron, Ohio Phe laboratory is a small, — glass Various lighting effects are mad burgh Plate Glass. The model store was t 
modern store with facilities for the presen possible inside the store, as well as_ for arranged to show the complete dealer-help Kins 
tation of merchandise, store lavouts, dis the exterior Westinghouse Electric, which plan for retailers of Pittsburgh paint. Var- \ssi 
play, and sales and merchandising problems handled the lighting details, provided vat ious members of the Pittsburgh firm at- yi 
to university and business groups ious types of lights within the classroom to tended the opening and explained _ their | 
During the occasion of the opening an illustrate various lighting possibilities for story At present students are studying 
her impressive tribute was paid to dis merchandising the Pittsburgh plan within the laboratory 
play's place in modern distribution. In fact Various students of marketing, whether and also at dealers’ places of business. They thos: 
the point-of-sale in a_retailer’s) place ot studving advertising, retailing, merchandis are becoming tully conversant with a_ plan 
business was stressed as the focal point for ing, or the broad phases of marketing and in use, and to what extent it is being used cat 
by retailers. They will come up with recom- ry 
mendations for improvement and a complete How 
report eventually will be turned over to Yor] 
Pittsburgh Plate Glass and all merchandise Dt 
and exhibits returned. P, 
The laboratory space will then be turned Move 
over to another manufacturer or retailer. re 
and thus over a period of time students will , 
have the opportunity to become thoroughly : 
familiar with many practical plans of action 
for selling to and through retail channels a 
The university will not attempt to teach 
fundamentals of display, but merely point 
up display so that it will receive its full 
share of attention in the broad field of dis- | 
tribution 
\ preview for invited guests took place 
on November 11, and this was followed by 
a general meeting for all persons interested 
in retailing. The feature address at this 
evening meeting was made by Findley Wil- : 
liams, national director, store planning and 
display, Sears, Roebuck & Co., Chicago 
—Dr. Leigh explains the display arrangement 
inside the model store to a group of students 
seated in the classroom. The store has a 





complete glass front, with "Herculite’’ glass 
door. Cut-out letters at the top across the 
front are interchangeable— 
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\\ \liams’ complete address is given else- 


\ 3 

where in this issue... Ed.) modernize 

Warren W. Leigh, head of the Com- ¢ 
merce department, University of Akron, A COTMWs -}/ 
pioneered the sales and merchandising lab- 
oratory project from its inception. Various oy 2 oe 

* 
with 


nizations contributed to the plan, in- al 
cluding: Pittsburgh Plate Glass Company, 

ional 

Nationa 

. 

Electric 


Westinghouse Electric Corporation, Fuire- 
stone Tire & Rubber Company, General 


fire & Rubber Company, The B. F. Good- 








=. 





rich) Company, Goodyear Tire & Rubber 
Company, Inc., Seiberling Rubber Company, 
Jackson Manufacturing Company, The Akron 
Merchants Association, and The Summit 
Construction & Fixture Company. 

















































Vernon H. Jones, head of the store plan- 
ning and display department of Goodyear 
lire & Rubber Company, Akron, and_ his 
assistant on store planning, W. E. Bruney, 
acted as advisors on the project, working 
very Closely with Dr. Leigh from the begin- 
ning of the program. As the plans moved 
along they were presented to various mem- 
bers representing Akron industry and retail- 
ing. In this way the plans were adjusted 
to include thoughts and recommendations 








f all concerned, representatives of the 
organizations mentioned above playing an 
equal part. 


Dr. Leigh’s opening address covering the 





woses and functions of the sales and 1s 


; room. merchandising laboratory is given in detail 

elow. Following his presentation of the 
to one thoratory to the university, Dr. Hezzelton 
For the Fk. Simmons, president of the university, 
» Pitts- made a short talk of acceptance. Viewpoint 
re was t the merchants was expressed by L. L. 
er-help Kinsey, president of the Akron Merchants 
t. Var- \ssociation, and that of industry by William 
rm at- 'Neqil, president of the General Tire & - . nae 
their Rubber Company. PLUG-IN” STRIP offers elec- 
tudying fhe new laboratory is attracting con- trical modernization—the easy 
ratory siderable interest in the display field. \mong way! A cut-on-the-job, multi- 
s. They those who have already visited it are: Carl : ra 
a plan Haecker, display director for Radio Corp- outlet, wiring system, “Plug-in” 
g used ration of America; Al Bliss, Bliss Display Strip provides convenience out- 
recom- irporation, New York City, and Protessor ~ eet 
mplete Howard Cowee, School of Retailing, New lets every 6 or 18 . Costly and 
ver to § York university. complicated behind-the-wall 
randise Dr. Leigh’s address follows : 


wiring ts eliminated. 
Pearl Buck, in discussing “Our Dangerous 


turned ont So ena os 2 
Myths About China” in a recent issue of 





Many leading stores and 














etailer, , ; : : 
os will e New Yorker magazine, declares that the mn a a oe a ee 
uahts rst myth that should be rejected is that 4 & aintain 
oug . ° ° <e i e * »s © . 
aedli nas basic problem is hunger. China ' a stock of ‘ Plug-in Strip for 
al On ° ° e 
loc; ‘ esS—m;: 7 ' rT —2 =o 

same lo il famines—many of them- but her SHELF DISPLAY providing electric outlets 
sai is rich, her farmers are skilled, and ‘ — : . : 

meee know how to conserve her resources. quickly and easily for their ever- 

0 ° . > . . . 
ts full as real problem, Miss Buck states, Is changing displays. 

ed the lack of food, but the lack of roads 
) 1S ‘. 

ot markets. 

place e United States has a niarketing prob- Listed by 

od m, too. A preview of America in 1960, , ; ‘: 
ved f i ’ ’ a 
ideale by the 20th Century Fund, shows that Underwriters Laboratories, Inc. 
+ <b man power, raw materials, plants and 

ee ginizational abilities are sufficient to in- 
y Wil- ene | ? iy . 
= se, steadily and materially, our national ~~ ‘ a ‘ou — We'll gladly give you complete 
sail ut and personal incomes during the SS information. Write for catalog. 

j decade. This opinion is shared by two —z—z— CEILING DISPLAY 
studies—one by Dr. Harold Moulton 

ant rookings Institution, and the other by NATIONAL 
lents r. Leon Keyserling of the President's s @ 
1s a mic Council. qa Iona ectri 
glass attainment of this tremendous volume 

the t-put and its value from the standpoint PAQVUOUCTS ©evoeaerrvcve ATION 
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Displays By 
Apolinsky 


| OVeTnal 


| 


Joseph & Loel 


been display d 


the Soutl fine stores 1s L | 
Joseph Apolinsky has 


The photographs 


(One ot 

Birmingham, 

rector for many ars show his method 
strong contrast 


of presenting merchandise of various types. 


is noticed in several of the windows, particularly that for fa 


the upper right, and for pajamas. 


each witl 


coats as seen at 
The Christmas setting is one of a series, 
same treatment and each showing a scene based on a s« 
tence from the story of the Nativity. The shadow-box, ela 
- scrolls across the 


orately framed, was used in every window 


lower front carried the quotations, 
es of birdhouses made their appearance in t 
to “A Silhouette 


Different ty] 
windows 


is day 1s born to you @ sg, 
£OU, s 
“in the “ly o (whe 
Loveman for a series devoted 
the Fashion Spotlight.” 
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SNEDAKER VARIBENDS of Tempered Masonite Presdwood, are ready-curved 





for your use in Lobby Interiors, Displays, Signs and Decorative Motifs. 
Graceful rounded corners, ‘““U” and “S” shapes make possible unique 


and modern displays which attract instant attention by their shapes alone. 


Varibends come in 8 and 12 foot lengths, in varied widths from 1 to 4 feet, 
and are stocked in 18 basic bends. They are easy to saw, can be nailed, 


drilled, edge planed, sanded and bull-nosed. The surface is resistant to acid 


& Loel 

pos : and water and excellent for smooth enamel finish. 
ethods 

contrast . : 5 
t for fal Masonite Presdwood is strong and durable, suitable for permanent 

ad installation if desired. Economical to use, saves time and labor. Varibends 
W 1 the 
na set: displays are easily set up, repacked and shipped. 
OX, elal) 





cross the 


Send for illustrated brochure 
FRANK C. SNEDAKER & CO., INC. 
9th and Tioga Streets, Philadelphia 40, Pa. 


New York State Representative: , 
Charles F. Flynn. . . 1465 Broadway, N.Y.C., N.Y. *y FT. 


New England Representative: 
James F. Farrell... 45 Lincoln Street, Dedham, Mass. 





ce in the 
ouette In 


















ARE STOCKED IN 18 BASIC BENDS (APPROX. 3-INCH RADI!) 


IN OUR PHILADELPHIA WAREHOUSE FOR QUICK DELIVERY 


a! 
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Title Registered U. S. Patent Office 
Combined with 
MERCHANTS RECORD & SHOW WINDOW 
Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 





H. C. MENEFEE, President, 
NATHAN SILVERBLATT, Manager, 
R. C. KASH, Editor. 





OUR PLATFORM 
1. The Promotion of Display. 


2. More Display Cooperation by Manufac- 
turer and Merchant. 


3. Advancement of the Display Business. 


Practical Service to the Display Profession 
and Industry. 


5. Greater Appreciation of Display's Power in 
Merchandising. 

6. Absolute Independence of “Our Editorial 
Columns. 
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1950 Will Be Excellent 
For Display 

Phis torecast tor the 


written by W | Stensgaard 


COMM VCal Was 


president ot 


the Chicago and New York City firm beat 

ing his name and one ot the foremost 

authorities on display It seems especially 

ippropriate for use here as a guest editorial 
kd.) 

Never 1 { s pel atiol have we looked 
ahead to such excellent opportunities as 
exist to? thre Cntire profession Ol selling: 
1950) wall be more open minded for the 
ability ot all selling tools than any veat 
since 1937 or 1938 We are a larger country, 
WW ¢ have enjyoved greater prosperity whicl 


as taught us to want 


MOT services, pro 


ucts. and better living 


Prue. the last vear or two has contronted 


Most 


as been increased costs of doing business 


is with many problems important 


these forces business has con 


lo combat 


stantly been cutting controllable expenses 


and display has been no exception 


Advertising with retail stores has been 
increased, because of promotional advertis 
ing. It has been necessary to meet the prob 


em of getting volume even though it was 


promotional price volume 
We are now. returning to more open 
minded idea selling tor the simple reason 


f trying to get better markup and_ better 


rross profit than can be obtained by cutting 


prices Display will have the opportunity 
of selling more goods with the use of better 
deas This wall tax the Capacity Of every 


one, but it will afford a great opportunity 


hie Opportunity W ¢ lave been looking 


believe evervone in the display profes 


sion admits that during the wartime we did 


DISPLAY WORLD 


P00ds, because 
After 
rationed on better mer- 


not install windows to sell 


goods sold in spite ot themselves. 


t 


chandise¢ 


he war we were 


and everything we could get was 
sold Theretore, a p« riod of six to eight 


vears has gone by since display really was 
required to do an outstanding selling job 


Now 


the assistance ot 


retail management is anxious to have 
every department and 
every tool that can contribute to selling and 
do it at the right cost. 

Display has always been known as a low 
When we think hard, 


develop apply 


cost tool for selling 
ideas and 
attention 


display 


work hard and 


them tor aggressive value and 
continues to be 
allowed to 
must 


taught that the prcper 


AQ LTESSIVE elling, 


lower in cost than when it ts 
just float 
be shown, must be 
budget, the 


two-fisted display selling job must be set up 


Retail management 


along. 


right allocation of funds for a 


and that display is the lowest cost promo- 


tion or advertising medium that can be 
purchased 

True, display does not have the measuring 
sticks that have been developed for various 
That is. the job Ot 
the display director and the display protes 
sion We have 
had ten vears ago and we 
We must 
always has the problem ot controlling ex 
1950 will be no 


however, that 


kinds of advertising 


many more facts than we 


must use them. 


understand that management 


pense and exception. I 


sincerely belheve, manage 


ment will be more open-minded to invest 


ments (not expense) in good, aggressive 


display programs planned well in advance 
and | do mean planned well in advance 


than ever betore 


possible to do a good display 
basis By that | 


mean come up within a week or two of the 


It is not 
job on a “hit or miss” 


promotion and then decide, grab a_ paint 
brush, and do something here or there. It 
requires professional thinking plus planning, 
just as it does in any other form of business. 

The vear 1950 will be the 


awake displaymen 


greatest op 


portunity tor wide than 


1 


the protession has ever seen It 1s a job 


ot knowing, a job of selling, a job of doing 


Recommended Reading: 


"Get Off Route 25" 


For a good many vears Charles F. Ket 


tering has been one of America’s truly great 
men, great not only for his inventions but 
for his humanitarianism and his ability to 
Now he has summed up 


much of his philosophy of life in a single 


inspire others 


article which appears in Collier's for De 


cember 3, and it should be required reading 
tor all Undoubtedly 


with a 


everyone connected 
think, “Why, 


this is directed right to our own field!” And 


given profession will 


they would be right, for “Get Off Route 25, 
Young Man”, as. the 


truly appropriate for any field 


article is entitled, is 
Displaymen 
in particular will find it stimulating and in 


spiring 


“Get Off Route 25, Young Man” ts 
summed up suceinetly by the editors of Col- 
lier’s this wav: “Remember this: A great 


challenge hes off the traveled highway. Half 
| 


a world of opportunity is on either side.” 
from. the 


“Inventors 


Here are six short paragraphs 


article, taken almost at random: 


and researchers are exactly alike in (this) 


DECEMBER, 1949 


one respect, because a researcher works 64 
something for the first time and the answe 
he finds is seldom the final one. Generall 
people expect too much of a new invention 
r research 


or of because tl 


first attempts are soon discarded and go to 


the museum. Go look at them and see whe 


our great industries started from. The pr 


development, 


ducts just barely worked.” 
“One of the great differences between the 
inventor and other men is that he is willing 


to try the thing. In the airplane experiment, 


the Wright Brothers had first flown kites 
and drawn knowledge from them. They 
finally said, ‘If we had an engine we could 


fly, and kept trying and trying until they 
did fly with an engine they were forced to 
They didn’t care what 
thought about it; they 
sure they could do it because the birds were 
flying.” 


develop themselves. 


anvbody were pretty 


“Every time you tear a leaf off a calendar 
you present a new place for new ideas and 
progress All future 
information. It comes by in- 


along the years 1s 
spaced new 
vention, by discoveries and by research. We 
stop this 
practically nothing about anything 
We have it all in tront of us. We have th 
perpetual necessity of finding out new in 
formation based on the facts that we 


can't development because we 


know 


found 
vesterday, some proved and some disproved.” 

‘The main things we inventors arc 
to do is to pull 
problem and 


trving 
apart the elements of a 
then try to find out 
about those individual 
together We 


automobiles: we 
when put 


whether 
we know enough 
elements to put the whole 


don't manutacture manu 


facture pieces which, together, 


make an automobile.” 

from the time you start kindergarten 
right on through the time you are examined 
three, four or tive 1 
flunk it 1s something 
But an inventor can fail 999 times, and if 
That's the dif 
education and invention 
Phe voung fellow gets so afraid of the word 
‘failure’ that he’s 


times a year, 1f you 


considered terrible 
he succeeds once he 1s in. 
ference between 
afraid to attempt to do 
anything.” 

“Don't have 
reached the end of things at all, because we 
haven't. We 


human progress when we look down instead 


let -anybody tell you we 


have only reached the end of 
of up.” 


Cinderella Mannequin 
Opens Showrooms 


On December 1 a showroom was opened 
by Cinderella Mannequin Company, Inc., at 
3601 West 58th New York City 


with an of medium papier 


street, in 
priced 


miss and 


array 


mache mannequins, junior, de 
signed and manutactured in_ the 


plant at 172 East 126th street. 


company s 


“Cinderella | Mannequin Company, — Inc 
has been manufacturing for one of America’s 
exclusively until a few 
spokesman for the 
fulfilled its contract witl 


this house, it has 


mannequin houses 


months ago,” states a 
firm. “Having 
been reaching 
distributors 


with an entirely new line 


recently 
the trade at large, particularly 
and chain stores, 


Within the 


will add men and children 


next few months Cinderella 
mannequins t 


its line 
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T. all our neighbors and host of friends. 
T.. Season's Greetings Mileo sends. 
T. those so tar. and to those so near. 


A Very Merry Christmas and a Happy New Year. 


na MILEO MANNEQUINS, 7 West 36th Street, New York 18, N.Y. ,fi'2%.., 
| aRGAN WSR RR Re we ee 


i 





“| Season’s Greetings... 


ha To the Display Men and Display 
Jobbers of North America who have 
helped us to complete another 


Sh successful year. 


: FROSTEE SNO CO. 


ne! ANTIOCH, ILLINOIS 
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Moving Goods Across 
The Retail Counter 


By FINDLEY WILLIAMS, National Director,* 
Store Planning and Display, Sears, Roebuck & Co., Chicago 














better t 1 e acros Nportance f unimpeded trattc tlow is the 
A the ( hie il € presel chet that t generally open type of store 
tatiol In thre final analvsis, cus lavout 1s pre terable to thre civic l. individ 

tomers ¢ Into the store to see merchan ual “shop” type \ny distinction necessary 
It I t la lit il t eC 2 twe | partments ts bette! made by the 

Ph | 1 spla t identitving colors in wall and column 






























thall DV all aClUadi 


iti al \ ! ! selling floor, which tends to 

14 i { ate customer in one section of. the 
facilitate the rk of the sales people and store and hinder, however unconscious. the 
hance rather than obscure the value of the customer ma be of the tact, his inclin 









i Isto tratfic is the reason 
sas i ctua tor placing fast-selling, attractive looking 
| ] lloca chandtse vitl a wide appeal, near the 
irt nd the tront of the store, where 
It « { be heaviest his as 
+e) areas neal elevators o1 
] il] i | cit il obvious 
e have. Wi e, vou would place costume jewelry 
t ti cn a heavy-trathe location. You would 
1 Oot 21ve <u Space to men's work shoes 








vwcause It 1s 





ought 


turthel ust as attractive, 


| 
placed in the 
















ten 


people vho had enteced the store to buv a 































impulse, one ot 





l easy to reach. wit more additional items But this wall not 



































re customers have to 
( rug cluttered aisles, 
that a needless amount I EXPCnsrve ivord { Varict ot ybstacles and poke 
lling area hould be levoted t isles throug] motley collections of disordered 

t trathe. Ma nd unrelated merchandisc 
il t ecg Wit re ird to the allocation of selling 
modate those people who are shopping at the space to the various departments (the second 
usle tabl nut \ islv mentioned), this allocation 
if WI l l ng toward other parts hould. in general, be based on the volume 
store Phe side atsles need be only it sales done by the individual department 
1 1Ot t A t the normal his can not, untortunately, be handled too 
rathe exp \ ol it area It ‘ t | muld make things very simple 
ferable to concentrate on plenty of side i oa given department which does 10° pet 
isles, in order to tan the trafhe out ito ent of the store’s volume, could just be 
ll parts of the selling floor and make all iotted 10° per cent of the store's selling 
he on i easily accessible, than 1 trea. This isn't true, of course, simply be 
devote an unnecessary amount of space to a cause merchandise varies greatly in size. A 
CW . \ are broader than the traf jurniture department, for instance, will often 
requires and yet fail to lead customers to require a far greater area than its actual 
very possible section of the floor olume warrants—it couldn't stay in business 


\ natural outgrowth ot this belied im thi itherwise \ hosiery department, on the 












ther hand, will not operate any more profit 
\ddress at the nner meeting ervat o1 thly and in faet may not operate as well 
enit ft Sale nd Merchar r , 
7 \ XN [Continued on page 74] 












Your New You 
BUYING GUI 


ALLIED DISPLAY MATERIALS, INC. 
Display Novelties, Materials, Accessories 
65 Madison Ave. MU 5-6487 
ARTS AND FLOWERS DISPLAYS, INC. 
Artificial Flowers, Eotiages, Novelties 
43 West 56th St. CI 76848 
BLISS DISPLAY CORP, — 
Display Promotions, Eibimated Displays 
460 West 34th St. BR 9-5750 
BONAF it DISPL AE Pep DECORATIVE 
Artificia owers, an ants 
61 West 37th St. WE 7-7965 
THE L. J. CHARROE. CO., INC. 
Artificial Flowers, D + Decorations 
36-38 West 37th St. “71687 
COLONIAL DECORATIVE pope Y CO, I 
Artificial Flowers and P 
70 West 40th St. WI: 0 - 
DECORATIVE PLANT CORP 
Artificial Flowers, Display i con 
136 West 24th St. WA 4-4405, 
DISPLAY EQUIPMENT CORP. 
Coronet Mannequins, Display Fixtures 
147 West 37th St. BR 9-8450 
FERRIS SHACKNOVE STUDIOS 
Wire Displays and Novelties 
45 Grove St.. WA 4-2208 
FRANKEL ASSOCIATES, INC. 
Display Fabrics and Accessories 
218 West 47th St. CI 7-0060 
FRANKEL DISPLAY FIXTURE CO. INC. 
Mannequins, Display Fixtures 
493 Seventh Ave. WI 7-0450 
H. H. GOULD DISPLAYS 
Artificial Flowers, Display Decorations 
37 East 28th St. MU 5-1555 
THE GRENEKER CORP. 
Mannequins, Mannequin Wigs 
250 West 54th St. CI 65146 
GRIMES DISPLAY SERVICE, INC. 
Display Novelties, Materials, Accessories 
(Formerly Eve Brueser Studios) 
22 West 38th St. BR 9-4924 
DAVID HAMBERGER, INC. 
Artificial Flowers, Display Decorations 
115 West 31st St. PE 6-0465 
LAVERNE ORIGINALS 
Display Papers and Fabrics 
225 Fifth Ave. MU 3-7356 
A. LUTZ 
Reed and Rattan Displays 
3 West 18th St. CH 2-6264 
LUSTRA-CITE INDUSTRIES, INC. 
Lico Plastic Display Fixtures 
225 West 28th St. PE 6-6803 
MAHARAM FABRIC CORP. 
Display Fabrics, Materials, Accessories 
130. West 46th St. LU 2.3500 
MANHATTAN MANNEQUINS, INC. 
Mannequins, Mannequin Wigs 
119 Prince St. GR 3-3868 
MESSMORE & DAMON, INC. 
Animated Displays, Itinerant Displays 
400 West 27th St. CH 4-1842 
NATURAL CREATIONS 
Artificial Flawers, Display Decorations Th 
233 Fifth Ave. LE 2-2377 
RESULT DISPLAYS, INC. ‘ini 
Plastic Display Trays and Hangers e 
503 West 33rd St. LO 3-5900 ne 
NAT SIEGEL, INC. 
Mannequins, Display Fixtures and Novel 
39 West 37th St. WI 7-8485 
TIMBERTONE DECORATIVE CO. 
Display Papers 
114 East 32nd St. MU 4-3376 
D. G. WILLIAMS, INC. 
Mannequins, Display Fixtures and Novell 
498 Seventh Ave. LA 4-4069 


Save Time . . . Get More Id 
Do Your Display Shoppisi 


NEW YOK 














VY 





























INC. 


INC, 


CCessories 

, INC, 

velties 
Displays 


IRATIVE 
Plants 


rations 


AY CO, II 


rations 


Mixtures 


rations 


cessories 


rations 


rations 
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if The Greatest CHRISTMAS SHOW: 


IS NEW YORK CITY DURING 








The magic of Christmas is at its best this year 
in New York, inviting you to do your Christmas 
research for 1950 right now. See for yourself the 
new ideas and treatments used by stores whose 
names are by-words in retailing . . . Lord & Taylor, 
Bloomingdale's, Macy's, Saks, Franklin Simon, 
Abraham & Straus, Bonwit Teller, Altman's, and 
all the others. 


It won't be long until you will be busy working 


e Be 4 sa 


me SF + 3 J * 
A iit sc ME a ae Fs GION x te pe ai = 


out your own plans for Christmas windows and 
interiors for next year. A personal visit to New 
York City during December will give you a wealth 
of inspiration — and since all New York display 
firms will have their Spring lines on view, you can 


make the one trip do the work of two. 


So... come to New York in December, but no 
matter when you come .. . . 


a the Nord 


DECEMBER #8 


. Boy FASTER: EASIER.BETTER (7 New York, for 
i's ALWAYS MARKET WEEK IN NEW YORK 
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When you buy 
sign letters 


you want the best! 


THE FIRST... 
THE BEST... 
THE TIME TESTED... 


For over 15 years Mittens Letters 
have been the choice of 

top display and sign men... 
Why? Because... 


ONLY MITTENS 

are precision formed letters of 
really fine-grain, strong, white 
composition. 


ONLY MITTENS 

Letters give you economical... 
time-saving...durable...lettering 
you can depend upon. 


ONLY MITTENS 

Letters are original, beautifully 
designed styles...that everyone 
tries to copy, but can't... 


SAVE TIME... MONEY... 
DISAPPOINTMENT. . . 
INSIST ON 


MITTENS LETTERS 


PinBack « SmoothBack «+ Track 


Signs; indoor and outdoor... 
FOR Displays... Department Indicators... 
Bulletin Boards, etc. 


Write for catalog and name of nearest dealer. 


MITTENS LETTERS 
Suite 506D 

2 West 46th Street 
New York City 


MITTENS LETTERS 


Display Department 
280 Fifth Street 
Redlands, California OPYRIGHT 1949 MITTENS DISPLAY LETTERS 
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Trip To Paris Won 
By Gwen Epting 

First prize—an_ all-expense-paid trip to 
Paris—in the Lentheric national display 
contest which concluded a short time ago 
has been awarded to Mrs. Gwen Epting, dis 
play director for Kirven’s, Columbus, Ga 
Phe judging took place in New York Citys 
on November 160 and Mrs ke pting Was tele 
phoned the good news by C. A. Mooney, 


president of Lentheric, and Harold Martins, 
display director of the firm, who had been 
in charge of the contest. A regional prize 


of S100 was also won by Mrs. Epting. 

Other regional winners of $100 each were 
as follows: Carl J. Richards, MeAuslan & 
Wakelin Company, Holvoke, Mass; Winston 
Jones, Franklin Simon & Co., New York 
City; Arthur Waldron, Frederick Loeser’s, 
Brooklyn; | ID). Lothridge, Pomeroy’s 
Wilkes-Barre, Pa.; Paul C. Smith, J. W 
Robinson Company, Los Angeles; Carmen 
R. Sutley, Denver Dry Goods Company, 
Denver; Nancy Davis, F. & R. Lazarus 
Company, Columbus, Ohio; Clement Bradley, 
Carson Pirie Scott & Co., Chicago 


Mrs. Mary Harrell, Joseph P. Hall, Inc., 


— Mrs. Gwen Epting — 


Suffolk. Va.: George H. Wagner, Brandeis. The contest was devoted to Lentheric’s 
Omaha; Mrs. Thelma Malloy, Neiman new “Repartece” line of cosmetics, and eacl 
Marcus Company, Dallas; Frank Collins, display Was required to take its theme fron 
Phe May Company, Cleveland; Leonard  @ famous witticism, Phe winning entry was 
Pons, DD. H. Holmes Company, New Or- based on Swiit’s “Women and linen’ show 
leans: Del Le Sage, The Crescent, Spokane : best by candlelight” and took for its setting 
Paul kK. Matz, Hutzler’s, Baltimore; Stanley 4 sidewalk cafe in Paris. 

Glasstord, Block & Kuhl Company, Aurora, Judges of the contest were Hugh Horner, 
Hl.; Jerry Willett, Fligelman’s, Helena, Mademoiselle magazine; Irene Bender, As 
Mont.; E. L. Vollmer, Joseph Horne & Co., sociated Merchandising Corporation; Irving 
Pittsburgh; William Mixon, Kresge’s, New Eldredge, assistant manager of the Visual 
ark; Keith Skidmore, Kimbal Stone, Bakers Merchandsing Group, National Retail Dry 
field, Calif... and Louis Banks, The White (goods Association, and R. C. Kash, editor 
House, San Francisco DISPLAY WORLD. 


4 


S 
\-"-\ 
if 


} 





Members of the judging committee in the Lentheric display contest, and two executives of the 
cosmetics firm. Left to right, Hugh Horner, Mademoiselle magazine; Irving C. Eldredge, 
assistant manager, Visual Merchandising Group, National Retail Dry Goods Association; Irene 
Bender, Associated Merchandising Corporation; C. A. Mooney, president of Lentheric; Harold 
Martins, display director of Lentheric, and R. C. Kash, editor, DISPLAY WORLD— 
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California Group Prepares 
For January Show 
alifornia’s part in display will keynote 
fourth annual Display Market Week in 
\ngeles, to be held the week of January 
under the sponsorship of California Dis- 
Industries. 
follywood glamour in the person of Star 


Bridget Brown, selected as “Miss Cal 


nia Display,” will welcome visitors to 
t market activities. Registration point 
be the Hotel \lexandria where the 


st in ideas and ma- 


ials will be 


California display 
shown by CDI members 
Unusual resources will be shown in distine- 
tive Ways to make this the most outstanding 
Market Week in CDI 
Frank Dunn, president of the 


history, promises 
group. 

entertainment will be 
to be held Thurs- 
Elks club. 


studio has been 


Highlight of the 
annual dinner-dance 
? 


evening, February 2, at the 


\ tour of a major movie 


eduled tor visitors coming from a dis 
tance of more than a hundred miles. In 
dition, tickets to top-flight radio and 


television broadcasts have’ been secured by 
Leo Weyman, head of the entertainment 
mmittee and chairman of the CDI board 
directors. These tickets may be obtained 
tree of charge at the 
\lexandria 


registration booth at 


\s part ot the Market Week obse rvance, a 


r has been planned through leading Los 


\ngeles stores, which will) cooperate by 


iving their windows done in the typical 
California style. 
a 64-page 


woklet on California display resources has 


For the convenience of visitors 


i) prepared by the 
icity committee, 
rald. 

The participants in the show and the room 
exhibiting at the Alexan- 
Display Studio, 315; 
Emil Corsillo, Ine., 


advertising and pub 


headed by Richard Fitz- 


mbers of those 
California 
Carrata Company, 347; 
39; Craftmasters, 304; Plastics 
Decter Mannikin Company, 
DeLuca Company, 328-329; Fitz- 
gerald Display, 320-321; Bea of Hawaii: 
(;rant and Sons, Inc., 307-308; Al Halverson, 
Inc., 325-326; C. Hawkins Displays, 309; 
I. A. Jacobs Company, 314; James H. 
m, 342-343: Lor Sales Company, 336; Ma- 
haram Fabric Corporation, 323; Fred Matt- 


fla are. 
Crystalline 


Company, 306; 


D> PL. 


Jacob- 


302; Morgan Company, 348; Nardini 
idio, 340; Pacific Promotions, 350; Show- 
ird Machine Company, 305; Dave Stark- 


in, 318; Tabery Corporation, 347; Weifeld 


(reations, 337-338. 


Eisen Joins Gould 
As Partner 
Gould 


in December 1 the firms of H. H 


H. H. Gould, Inc., were merged under 
name of H. H. Gould, Inc., 37 East 28th 
eet, New York City. Arthur Eisen, for 


ny years widely known in display circles, 
s joined the 
H. H. Gould, Ine. 


company as partner 


plans an expansion pro- 


im, moving the factory trom Middletown, 
Negotiations are 
quarters to house the 


(onn., to New York City. 
progress for large 
ces, showroom and plant under one roof. 


new address will be announced soon. 





DISPLAY WORLD 


You've seen them at 
the Fashion Fair, 
the Lingerie Shows, 
in Fifth Avenue stores and 

in smart display windows that 


attract attention everywhere. 





All created by Manhattan Mannequins, Inc. 
FASHION FAIR MANNEQUINS 


MULTI-QUINS 
KIDDI-QUINS 
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REGULAR WOMEN'S FIGURES 


REGULAR CHILDREN'S MANNEQUINS 
“MULTI-FIT WIGS" available on all our models. 


MANHATTAN MANNEQUINS ie 


119 Prince Street, New York 12, N.Y. * GRamercy 3-3868 


Write for descriptive literature or further information. 








peor & CHANDLER AIRBRUSH 


the articular artist 


or Catalog | 


THAYER & CHANDLER 


910 W.VAN BUREN ST., CHICAGQ.ILL. 














USE THE 


Opportunity Exchange 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$3.00 Per Column Inch — CASH WITH ORDER 








48 Week Professional Course 
in Display and Merchandising 


Learn how you can 
increase your income. 
Write today for illus- 
trated brochure and 
catalog No. 30. 











391 7 Montrose 
Houston 6, Texas 


feather and feather 


school of design 
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Maharam Fabric Head on durable paper, making them ideal jor 
° handling. The latest of the map series is 
ls Married eaiestaipags ; , 
: called “Pioneer America” and portrays. th 

Joseph Maharam, Nead ol Maharam Fabric ; ; : es e . I ra 
romantic highlights of American history 
Corporation, New York City. was married Bs : ; 
; trom the discovery of America by Columbu 


recently to Roslyn Silverman, of the same iw 


ae , to the gold rush ot ‘49 This map brings t 

cit Mrs. Maharam, the daughter of M1 ; hi hI 1) C 

' , . lie such tamous notadies as av\ rockett 
and Mrs. Harry Wendell, is a graduate ot ; : 
; ‘ ; Lewis and Clark, Ponce de Leon, De Soto 
the Benjamin Dean Finishing School, and 

; ; : : and many others. 

Was tormerly associated with Estelle Rosen TY : p 
ape 1e 


map is made in two sections, each 


displays. decorations, signs, Joe Maharam is the eldest of four bro- 7 sien — : : nace s ses raed, 

; oa : : sO O60-1n ackere ASTIN ed 
posters, placards or cutouts thers, all of whom are members of the fabric = yy OV-inch background easily mounted 
to any type of support. 


ouse founded by their father, Louis Ma 

tram, in 1898. He left law school to join 
the company, which was a pioneer in the National Packaging Exposition 
display and theatrical material fields E1< Announced For April 94.97 
6 copa : yi ae ear ged haen the American Management Associatior 
and § Iptor, and 1s a lead 1 man | ° . . 
mlieenie eee has announced that its 19th National Pack- 

aging [:xposition, annual market place for 

ins eee packaging, packing and shipping materials, 
Pioneer America" Is Theme machinery, services and design, will be held 


Of Display Background \pril 24-27 at the Navy Pier in Chicago. 
which 18 always, when you tack seautitul bac keround maps tool \\ mdow q. M. Cowan, chairman of the exhibitors’ 
tough materials in close quarters and miter displays are being offered by Advisory Committee and assistant director 


the Schmitz-Horning Company, 777) East — of distribution of the Doebeckmun Company, 
S2nd_ street, Cleveland 3 Cleveland, estimates that attendance at. the 
he maps are lthographed in soft colors 1950 exposition will exceed 14,000. 


TRADE PERSONALITIES jo. 2: by Tony Brinker 


WE'RE EXECUTING 
THIS DISPLAY UNIT 
\N REED AND RATTAN} — 


ooo TS, $0) 
FLEXIBLE / } 























NTERED IN DISPLAY MORE OR LESS BY 
CHANCE TEN YEARS AGO, AND LIKES 
\T IMMENSELY. 1S INTRIGUED CONSTANTLY 





a 


Wee 





for neater, faster, more beautiful BY THE INTRICATE DESIGNS WHICH CAN - z= 
displays with real sales appeal BE MADE FROM REED AND RATTAN. = 
BELIEVES THE PoSS'BILITIES wiTH THIS a 


MATERIAL TO BE PRACTICALLY UNLIMITED. 


TROJAN 
TACKERS 


the one-hand tacking tool that 
spots staples where you want ‘em 


FIRST PHOTOGRA 
WITH FISHING 
RUNNING : 
A CLOSE SECOND: ¥ 
! MUCH OF HIS SPARE 4 
No better tacking tool than the TROJAN TACKER TIME 1S SPENT 





... Shoots strong, steel staples at lightning speed! At CONSTRUCTION Bs 2. 

Built for abuse... yet nimble for reaching those AND ALTERATIONS te a 

hard-to-get-at corners. Operated with one hand ON HIS HOME... 

end leaves no hammer marks...easy loading ALWAYS WANTING 

and equipped with dust-free staple slide. And TO CHANGE vd 
SOMETHING. i 


here’s just one of the Hotchkiss tools for easier, a, oA 
faster stapling and tacking in industry, office 
and in the home! 

Sales and service everywhere. Write today for 


more information. aa 
~ 


A. LUTZ COMPANY, NEW YorK erty © | 











INDUSTRIAL AND OFFICE STAPLING AND TACKING EQUIPMENT 
NORWALK, CONNECTICUT 
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‘ation 


Pack- 
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ago 
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at the 


Ker 





CEMBER, 1949 DISPLAY WORLD 


























































ALL WINDOW TRIMMERS ery THESE 
...DISPLAY MANAGERS! ( Aov7e97,9/ [Ri (500 








PRIZES displays featuring 


crochet during 


National C 
Urochet We 
JAN. 21-28 ek | 


DEPARTMENT STORES: First Prize > ) 
_— oe Prize, $100: Third 
mle = 40 oa additional] 
$250. een STORES: First Prize 
Prine a Prize, $100: Third 


. a ese 
Prizes of $10 — additional 























First Prize, $250: 

10; Third Prize’ 
additional pallens ci 
ALL ENTRIES t, 


later th be postmarked not 


an February 11th. 


Send a photo 
: ra , 
different st Satin 


$5.00 will be pans: 


Paid for i 
entry to help defray cost * meee 


hes) of @ach 





WIN BIG CASH PRIZES for the best 
windows featuring (1) Na- 
tional Crochet Week and (2) cH for best window displays 


IN (AS ‘ ‘nq during 
National Sew and Save Week. $ (500 pRiZeE> featuring home sewing 


These are two separate con- | | | 
tests! You may enter one or National Sew ao Save Week. 
' FEB. 18-25 


both. All you do is send us a 

















photograph (8x 10 inches) of \ .waTIONAt DEPARTMENT STORES: First Prize, 
° ° . : ¢100; Thir 
each different window dis- $250; Second Prize, $1 aaitional 


Prize, $50; an 
prizes of $10 each. 


INDEPENDENT STORES: First: — 

250; Second Prize, $100; + 
oa $50; and ten additiona 
prizes of $10 each. 


play. Write us today for free 
display material and helpful 
brochure of tie-in suggestions 
on each contest! 









‘irs i $250; 
TORES: First Prize, 

~— prize, $100; Third Prize; 

$50: and ten additional prizes © 


$10 each. 
postmarked not 


ALL ENTRIES to be 
later than March 11th. 


(8x10 inches) of each 











Send a pliotograph . 

i window display- 
“re be paid for each — 
entry to help defray cost of negative- 





NATIONAL NEEDLECRAFT \\ 
BUREAU, ING. 315 rth Avene, Newyork 6, wy. BL he 
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BOX H-144 


a 


Special / 
Old Fashioned 


CHOCOLATES 








Yea 


THE “S/GNPRESS” 


FEATURING: SPEED... SIMPLICITY . . . LOW OPERATING COST 
... LONG LIFE 


Used for over fifteen years by leading national chains. 


Mothers Day 
Gift 
Suggestions 


It’s Easy 


Hunting Suits 
$10” 412” 








ADRIAN, 


SHOW CARD and 
POSTER MACHINE 


Many have from 50 to 500 or more in use. 


MADE IN THREE SIZES ... WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. 


MICH. 
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—One of the small windows at Lindner-Davis, 
here used as one of the ‘Zodiac’ series men- 
tioned elsewhere in this article— 


DISPLAY'S PART IN LINDNER'S 
SELLING MACHINE 
page 37) 


[Continued from 


they are permanent fixtures, it 1s simple as 
well as economical to plan their changes 
well in advance 


The interior decoration is another major 


selling factor of this floor. Wide aisles and 
a high ceiling give a feeling of spaciousness 
which is enhanced by a light pastel color 
scheme, blond wood trim, and indirect light- 
ing. Architecturally, the entire store is o 
a modernistic decor. In general, however, 


traffic—rather than larg 
relied on tor the bulk ot 
sales on the main floot 

This 


SCC ond 


natural customet 


scale display—is 


also is true to some extent on the 
floor, 


dise is sold and where displays are 


Where lower-priced merchan 


corres 


pondingly limited. Small counter displays 
have been found most effective here 

The third floor of the store is the focal 
point of interior display. As on the first 


Hoor, shadow-boxes are extensively employed 


in addition to column displays and. othet 
throughout the six 
floor 
valuable in setting this floor apart from thi 


rest of the 


specialty promotions 


salons found on this Decor is also 


store Each of the salons 1s 
color scheme which 
pattern Mil 


decorated in a. suitable 
integrated 
Millet 
wear, and bridal gowns and acces- 
featured. Of 
millinery and the bridal shops are 


blends into an 


linery, turs, suits, I shoes, town and 
countrys 
sories are these, pe rhaps th 
the most 
distinctive 

Bright) spring-like colors, predominately 
highlight the m1 
linery salon, and this motif is completed by 
flowe! 
along the = glas 


of the shop make a distinctive 


vellow and chartreuse, 
a blond wood trim throughout. Gay 


pots arranged in) rows 
paneled walls 
display with hats as blossoms, and_ niches 
additional display ’ 


[Continued on page 85] 


providing space. lr 








Davis, 
men- 


ple as 
lalige 


Major 
S and 
Isness 
color 
light- 
1s 0 
vever, 
large 


lk Ol 


mm the 
‘chan 
orres 


splays 


focal 
> first 
loved 
other 
e SIX 
; also 
m_ the 
ms ts 
which 


Mil- 


n and 


ACCCS- 
Ss the 
most 


nately 

mi! 
ed | 
Howe! 
glas 


nective 
niche s 


TH 
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“tL the the 
First Kobin — 


the new DECORATIVE showing of Flowers 









and Plants portends an early and colorful spring. 






























Year after year we create authentic, colorful ‘y 
Spring decorations and settings that are designed yp 
to add beauty and charm to your windows and 
interiors. 
of) This season we again have been lavish with our 
WW 
NA ideas, using the newest techniques to give you Np 
Wi Ni 
Wd 4 : er oN : : : a 
‘i : the gayest collection of Spring display materials W 
\ 4 2 ie 
to select from. WW 
: — A y \\p 
Our showrooms are in blossom—visit us and see \ \ Wer 
- eye a SS AG 
why that DECORATIVE “touch” can be seen Xk Was Za 
° "¢ . ; . an 6 =< \ ZA 
in more and more of America’s leading stores. YS saps A 
‘ | DCL Ap 
” : > \ . Ww M\ 
; SANS AN hiya 
} ANN ANA f \ \\y j 
2 ~ . i ‘i \ 
) b}s <A) 
é " foN y iy] . 
Ww ) _ ae Ww i) 
- N ‘ > tS i= Y4 
os ee LL za maN | (: iia we | Se 
eZ ~N : ie. WD 
RAK 
AN TBA 
CORPORATION i eee 
136 WEST 24th STREET - NEW YORK 11, N. Y. A fh 7 ZSSN 
a WAtkins 4-4405 ae yn <s 
\ ees y X \ ASX 
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By 
[rom 
| 
| 
\ 
a 4-Te€al : 
Well be four vears old 

come January first 
JANUARY. 1946: A small hand- t 
ful of stores who believed in us 
and our ideas. Since then, we've ' 
steadily climbed and expanded. 
creating and developing new 

. De 
mediums. designs and techniques 0} 
for your displays. with the cm- | 
phasis on “SELL”. M 

—Members and guests of the Baltimore Display Guild at their annual banquet, held at the N 
a : Hotel Stafford— 
FODAY: More than 900° active 
accounts that comprise America s Baltimore Display Guild horn as chairman. Officers of the Balti 
vreatest department and specialty Holds Annual Banquet more Display Guild are l( 
tores from coast to coast and RR k Malel \ President, Tom Schenkel, Hutzler Bi 
: ‘ ‘ ; aig. kal ngcy sinarigia publicity” di thers; vice-president, Henry Morris Phe 
from the Great Lakes to the rector of the Baltimore ett aye — May Company: treasurer, John Bonnett, 
; . . last Saturday evening in October wi ong ] ) | } I> ] 
Gulf. whose standards for the ; oh eee eee Hecht Brothers, and secretary, Randy Irwin, 
; ; be remembered by all members, their wives, nee ‘Mbt Oe 5 
finest and most effective in mer- and guests of the Baltimore Display Guild iia sia the. 
chandise presentation have been lor the ant | banquet held at that time Miniature Shadow-Box 
. Phe event took place in the Hotel Stafford, . . 
successfully met. Sang SP -ama aot a 1 Settings For Display 
: vhere— the mild also holds s regular ; ; 
a : Originally developed tor television — re 
monthly meetings I am proud to say it ni we bac "ee as 

‘ . . quirements, Wiatul SHaCdOYV Te) s ¢ vs 
OUR plans and productions for was the largest turn-out of the membership eee Poss : ger ‘ 

; ; Aa ' 1? Guild’ are now being offered the display field by Inr 
the coming season will justify ae eS ene er ae eee eee Mrs. Margaret Chesser, Route 1, Burlingtot In 
vour faith and confidence in us ‘The ballroom aes claboratels decorated, Ky, Hluminated, and adaptable to all sea 
with ever re Vv lerful thi the food, refreshments and dance music sonal and special events needs, the boxes 

eC » wy a ,T Oe n ° ; = 
, en more ganas u ri were enthusiastically received by evervone are 10 by 9 bv 8 inches in size Thev have 
and definitely DESIGNED \rrangements for the banquet were made numerous applications for ledge and_= cast ( 
WITH YOUR BUDGET IN by the entertainment committee, with Male displays 1), 
MIND. ct 
TO all the Display Directors of 
these stores: to the nation-wide 
distributors of our products. our 
sincere thanks for your patronage 
and your cooperation in helping 
to make Arkow-Lewis an im- 
portant link between the smart 
store and the discerning publie. 
A Very Merry Christmas — A 
Bright and Happy New Year! 
ae 
ASSOCIATES 
: 
705 Arch ot, Phila. 6 —Baltimore Display Guild officers and their wives. In the usual order, Mr. and Mrs. John 
Bonnett, Mr. and Mrs. Randy Irwin, Mr. and Mrs. Tom Schenkel, Mr. and Mrs. Henry Morris, 
Mr. and Mrs. Frank Malehorn— — 
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ishing Records Broken 
y Display Factor 


c 
t 
in landed an 8 pound 12 ounce bonefis!] 
a 32-pound permit on the same strengtl 
both fish set a new record tor this 
1s1ONn. 
Moving on to West Palm Beach, Logan 
Mrs. Logan on December 2 had fou 
fish hooked at the same time and landed 
two of them, the biggest being 7 feet 10 
ies in length. Mrs. Logan was formerly 
the display staff of a Milwaukee store; 
ambition now 1s to break the women’s 
ord for sailfish taken on light tackle 
Department 


Of Correction 


M 


Louis Palazzo, of Palazzo Sleeve Forn 
inufacturing Company, 541 Sixth avenue, 


New York City 11 points out: “In the No 


ber issue of DISPLAY WORLD an 
ror was made in the description of out 
ntables. Instead of capacities of 15 and 
pounds for the two. sizes, the listing 
15 and 1,000 pounds 
Phis was an error on my part, I realize, 
[ am not finding fault. However, I am 
ving a great deal of difficulty explaining 
error to people who inquire about 
‘thousand pound capacity’ turntable. | 
uld appreciate it greatly if vou could 
ntion this error in your next issue It 
uld help us a great deal.” 


Innovation Is Introduced 


In 


Street Decoration 

\ scroll-type street line said to be some 
ng entirely different in Christmas street 
orations has been installed in Southern 
lifornia communities this season by Jones 


Decorating Company, Los Angeles. De 


ribed by Elmer S. Jones, owner of the 


ment in street decoration in the past 25 


upany, as the most revolutionary develop 
es 


ears, the effect is achieved through the uss 


lightweight rod forms covered with alu 
num foil garland \Ithough the design 
the forms is standard, Jones has devel 
d many unusual variations by inverting 
| interchanging the individual rod units 
trings of colored lights following the 
tour of the scroll, an illuminated center 
ce, and side hangings of plastic bells o1 
rs are used as further decorative pieces 
plication for patent on the line has been 
le 

Juring this Christmas season, Jones in 
Hed nearly 700 such lines in more than 
communities in the area 





We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course. 
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» Jim Logan sales representat lO 

ack’s, Ine., and Dazian’s, Chicago, goes 

honor of establishing two new world’s 

rds among anglers. Fishing off Islamo 

i, Fla. the last week in) November, Su = ~ V/ “A 

an li ‘dan 8 P on sh at ad wellange 
three-thread 9-pound test line, and later 

x 


(Bi ied al ta 











lor- 

d richly CO 
eo = sed to splendid 
= Winter season. 


advantag ed pale blue, 
: rd process le. 

White ~~ red, green and purp 

medium ; $4.95 


ONES DESI 
07 PINE Cc = 
7 ees cea! ideal for 


tiful all-over White 
columns, tC: Brown. 
ssed Green and Pt 





Reytrim proce 


$4.00 





THE REYBURN MANUFACTURING CO.,INC. Qanamus 


FACTORIES: PHILADELPHIA 32, PA. * ROYERSFORD, PA. M 4 aLs 
TER\ 











USE THE WANTED — 
OPPORTUNITY Distributors and Salesmen 
EXCHANGE a Peer Bi ty 


Constantly changing rainbow colors. 








For any WANT AD purpose: sar ay pedir Seige ea oy ee 
POSITION WANTED POSITION VACANT proving exceptional saleability of this 
USED DISPLAY EQUIPMENT FOR SALE Fe ay MB ng Oi 

REPRESENTATIVES WANTED ible _ si 
° Write, stating qualifications and territory 
desired. 


$3.00 Per Column Inch CASH WITH ORDER 





Box DDA, Display World, Cincinnati, Ohio 




















@ PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS @ 
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GIANT 


Rolls: 8 tt. high 1 10% ft. _ 


Panels: 


ROMAN 


t se. 
Ready for immediate v 









8 ft. high x 44 in. wide. 








| PROCESSE 


53 aden x 25 ae 


SPRING & SUMMER LINE 
NOW AVAILABLE 


WRITE FOR CATALOG 


COLUMBIA 


to answer your every display need... 
even to making up our Giant Roman 
12 feet high for your special order. 


D SEAMLESS PAPER 


10 laa x 18 teak 


and aesi¢ INS 


S 





IS READY 





DISPLAY 
179 Pacific Street 


MATERIALS 


Created and Manufactured by 


COLUMBIA 


COMPANY 
Brooklyn 2, N. Y. 








DECEMBER, 





COLOR IS IMPORTANT 
IN JEWELRY DISPLAY 


[Continued from page 35] 


texture will 
visualize 


colors and help a_ potential 
jewelry in its ultimat 
with full appreciation of its 
features. 


customer 
beauty and 
basic 

Coro recommends that you start a con 
centrated program for jewelry departments 
of glamour and Fashion jewelry 
display must be consideration. it 


drama. 

given the 
so as to get the maximun 
amount of profitable 
department—a department whose growth it 
the past ten years has been far beyond the 


is deserving of, 


200d out of a good, 


dreams of the most optimistic. 

From its exalted position as the king ot 
jewelry will ascend still higher 
with proper presentation. There is no limit 
as to how far jewelry 
diversification of 


accessories, 


sales can go! The 
types are as 
music and wine 


styles and 
varied as one’s tastes for 
shown advantage 
displays is al 
goal. 


and therefore must be 


ously. Color in jewelry 


important step toward the 


Lighter, Smaller Low-Cost 
Worm-Drive Motor 


\ new low-cost worm-drive motor 


(;leason-Avery 


specificall 


assem 
bly has been developed by 
Inc., Auburn, N. Y. 


to meet 


Designed 
manufacturers’ requirements ot 
compactness and ruggedness in a low-priced 
drive mechanism, the new assembly is avail 


from 400 RPM to 25 


applications are on. ant- 


able in 
RPM. 


mated advertising displays, 


a speed range 
Typical 
and similar uses 


where small size and economy are the de- 
termining factors 

\mong the advantages which the manu 
tacturer claims for the worm-drive moto: 


over the equivalent spur gear motor are 


This new assembly makes it possible to have 
the drive shaft parallel to the motor frame 
quiet op 

lighter 
and cheaper than spur gear motors 


absence of gear noise makes. for 


eration; the new assembly | is 
smaller, 
ot equivalent capacity 


John Nugént hile 
Oklahoma City Firm 


oft display at Madigat 
until his resignation a 
Nugent has 


Oklahoma City, in a_= similar 


Formerly in charge 
Brothers, Chicago, 


short time ago, John joined 
Halliburton’s, 


position 


Harzfeld's Assistant 
Joins Blum's 


Jayne Reich 1s now assistant to John R 
Sims, display director, The Blum Store 
Philadelphia, succeeding Harry Case. Miss 


assistant at Harz 
Sims 


Reich was formerly first 


teld’s, Kansas City, where was Il 


charge of display until joining Bfum’s 


short time ago. 


Cincinnati Club Plans 
Christmas Party 

Members of the Display Club of Greater 
Hotel Sinton 
a Christ 


meet at the 


the afternoon otf December 22 for 


Cincinnati wall 


Mas party. 


1949 
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NIGHTS BEFORE CHRISTMAS 
IN NEW YORK CITY 


[Continued from page 25] 

ight directly from Paris by Display D1 

x Henry Callahan. The velvet also 

e background for a foreground grouping 
i accessories including shoes, billtold, 
t, Cte. 
orseplay at the horse show was gayly 
traved by Wilham O'Connor at = Mil- 
n’s where a painted background taught 
i lesson in good grooming. In each stall a 

se. apphed = lipstick, mascara or cold 

im and one even brushed her teeth! 

rtreuse, Kelly green, red and black were 

colors used for this comic strip. Na- 

il wood chips covered the floor and a 
lack wagon wheel encircled shoes, bags and 
i) umbrella at the right. The clothes fea- 
tured were cocoa brown and_ beige with 
hartreuse and red accents. The angles of 

backwall provided an interesting varia- 
tion on the usual boxy area. 

New dancing partners, day-length danc- 
ng dresses with the airs of an heiress—but 
their Macy prices are a thrifty delight”, 
made the copy used by Display Director 
lohn R. Foley in three windows at Macy’s, 

showing black dresses before similarly 
andled backgrounds. The cut-out prop, 
lone in black and white, consisted of a 
lraped window framing a view of the city 
skvline in silhouette this painted a dull 
black. Tiny electric lights spaced in this 
row of city buildings gave the effect of 11 
luminated windows. <A > clock, with hands 
pointing appropriately to ten minutes past 
midnight, supported a candelabra. Evening 
wccessories lay on the “windowsill”. 


Frank Stephens Dies; 
Was With Sears 
Frank R. Stephens, head of the store 
planning division of Sears, Roebuck & Co 
Philadelphia, died suddenly recently. He 
id been with the chain organization for 
carly two decades, joining Sears after 
serving as display director for James Me- 
Creery & Co., New York City. He had also 
en with Gimbel’s in both Pittsburgh and 
Philadelphia; Frederick Loeser & Co., 
Brooklyn, and J. L. Hudson Company, De- 
It. 
\mong the survivors are the wife, two 
ighters, a sister, and five brothers. Serv 
s were held in Brooklyn, and interment 
ik place at St. Charles cemetery, Long 
Island. 


Miniature Electric Pump 

Has Display Uses 
esigned for decorative water fountains, 
plavs, and the like, a new = miniature 
ctric centrifugal immersiov pump has 
n developed by the Samuel S. Gelber 

Company, 162 North Clinton street, Chicago 
The complete pump and motor has an 
rall height of less than 3 inches and 


ights only 16° ounces. The fleapower 
‘tor is especially treated to withstand 
isture. Only one moving assembly is 


itained in the pump, which gives 44 gal- 
s per hour at free discharge. It is avail- 
e in 110-volt, 60-cycle, single phase only. 
tails are obtainable on request direct to 
company. 
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FOR DEPENDABILITY 


ANIMATE YOUR DISPLAYS WITH A 


GREGORY MOTOR 














The GREGORY MOTOR is composed of three parts: 


I—Solenoid type "field coil’ 2—Curved swinging “armature 3—Mercury valve ‘'switch” 
Each motor is equipped with a 6 ft. cord and plug attached. Size—2'' thick, 6" high, 6" 
wide and will operate in an 8" space. The armature is actuated by the magnetism of 
the ‘'field coil’ as in any motor except in this case the end of the armature passes through 


an open coil. 


The motor is of pendulum type which eliminates the necessity of cams, levers and reduction 
gears. It works on either A.C. or D.C. — 110 to 125 volts lighting circuit. It has been 
known to operate for five years without service of any kind. The current consumption is 
almost nil, less than a 10 watt lamp. Practically any reciprocating motion is obtainable 
and will animate your displays efficiently, smoothly and quietly at an incredible low cost. 
We maintain an Experimental Department to help you with your individual problems. 
Write us concerning the nature of your display or demonstrator and we will gladly co- 


operate with you. 


GREGORY MOTORS, Inc. 


320 BRIDGE STREET BROOKLYN I, N. Y. 











We are ready for your 


SPRING DISPLAYS 


Our showrooms are full of display ideas for your Spring displays. We handle 
every thing in display decorations. That is why we can supply your display 
needs. You are assured of quality merchandise and prompt service. 


Tell us your display requirements 
or visit us when in New York 


DISPLAY PRODUCTION CENTRE, Inc. 


51 WEST 35TH STREET *‘Headquarters For Display"’ NEW YORK CITY 1 
























DINGLEMAN 
PRODUCTS 


509 West 56th Street 
New York 19, N. Y. 
Tel.: Cl. 5-5447 








A Division of Feder Industries 


SPRING 


New and 
your Spring and Summer Windows. 












interesting effects for 




















GRASS FLOORING 
FLAGSTONE WALK 


Brick and Lattice effect on 


* 


noseam — All over prints on 52" 
noseam — Processed 72" nets and 
novelties. 





See your local jobber 
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HEARTS 
\-FLUTTER 


Ww 
~ 
~y 
ee 
. 


Eye-catching accessories for 
your Valentine displays. The 
slightest movement of air 


sets them in instant motion. 


Gay, amusing, inexpensive. 
Hearts A-Flutter 
14 Heart Set, 18"' long $5.00 
9 Heart Set, 15'' long (illustrated $3.50 
Individual Winged Hearts 
Gross $36.00 Dozen $3.50 


Heartstrings (illustrated) 
Made-to-order; any number hearts per string; any 
spacing. Prices quoted on request 


DOLORES 


Box 145, Station D Cincinnati 6, Ohio 
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Expansion, Reorganization 
For Fren-Zee 


Joel Finkle, general manager of Fren-Zee 
Store Equipment & Fixture Company, 23 
Church street, New Haven, announces that 
the firm has embarked on an extensive ex- 


pansion program to enlarge its sales distri 


bution and facilities. The firm has recently 
been incorporated to aid this program. 
Officers ot the 


follows: 


new corporation are as 
Joel Finkle, president and general 
Stiner, vice-president ; 


Harold Feldman, 


manager; Richard 


Irwin Feldman, treasurer: 


secretary 


Stiner and Messrs. Feldman have been 
associated with Fren-Zee for many years. 
Stiner was at one time assistant to the 
president of the Verney Corporation, New 
York City, is a graduate of Yale university, 
and has spent years in sales promotion 
and merchandising Harold Feldman was 
at one time associated with Feldman Glass 


Corporation, the Kevstone Supply Corpora 


tion, and the Leslie Sales Corporation. He 
is also a Yale graduate. and is a veteran 
he Pacific Irwin Feldman 


” service 71 1 


is. be associated with the Leslie Sales 
Corporatiot ind attended the Wharton 
School of Finance 

Phe same policies which have heretotore 
een established by Fren-Zee will be con 
Pen-Sized Stapler Introduced 
By Chicago Firm 

Phe “Duo-Fast” pocket stapler has beet 
ntroduced = b Phe Fastener Corporation 
860 Fletcher street, Chicago 14.) Fountain 
Ty sized, the paper fastener weights 1 
ounces and holds 100 staples. Its capacity 

up to 12 sheets) of papel The device 
, i plastic barre available in five dit 

rent co 

4 . 





—This illustrates how R. R. Jericho, display 
director of Lane Bryant's Fifth avenue store in 


New York City used hand-woven Dorothy 
Liebes screens for colorful backgrounds. : 
(Photograph by courtesy of W. L. Stensgaard 


& Associates, Chicago)— 
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—This is one of a really unusual group of 
displays by Jim Buckley for Saks-Fifth Avenue, 


Beverly Hills, Calif. Entitled ‘Sophie in the 
Movies’, it was a tie-up with the RKO film 
"Bride for Sale’, starring Claudette Colbert, 
for whom Sophie of Saks-Fifth Avenue designed 
the apparel. The gowns were shown in the 
windows on mannequins with their heads hidden 
behind life-size enlargements of Colbert's head. 
Cut-outs of other characters in the motion 
picture were used as illustrated— 


Nevling Named Head 
Of Milwaukee Club 
\t the November 17th 


meeting ot the 


Milwaukee Display Club, Ralph Nevling 
was elected to the presidency for 1950. He 
vill be assisted hy Neil Peacock, first vic 
president; George Lull, second vice-pres1 
dent; Phil Weidig, treasurer, and Betty 
Sands, secretary. Herman Henkel, Jr... was 
ippoimnted to the board of directors 
Harold Vollmer of the Milwaukee Sen 
tinel was the guest speaker at the meeting, 
discussing “The Age of Display”. A. buffet 


supper was provided by Werner Lewy, of 
Chicago 


Australian Displayman 
Visiting States 
J. Eddy, display 


director of the Charles 


Moore Read Company, one of Melbourne's 
largest department stores, is currently visit 
ing the United States. He has covered 
Los Angeles, Houston, Chicago and New 
York City and expects to leave shortly for 
a similar inspection trip through various 
European countries. He will return to 
Australia by way of India. 
Eli Panitz Joins 
American Model 

Hal Latimer announces that Eli Panitz 
has joined the American Model Form Com 
pany, 38 Greene street, New York City 13 


as sales representative and will cover tl 
astern territory. He will handle the con 
pany’s entire papier mache = and _ plastt 
mannequin line, as well as the Vanity Forn 


Company's “Petalyne” and novelty line. 
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W ottrich Fixtures 
ls New Company 

he L. A. Darling ( 
\Moch., announces the appointment of 
liam H. Wottrich as retail 
ling display products in_ the 


ompany, ot 


Wil- 











he new firm, Wottrich Fixtures, with 









— William H. Wottrich — 


222 West Adams street, is handling 


Darling line of window 


ces al 
complete 
terior lucts, including man 


7 1 
display pro 


uins, metal and plastic fixtures 


Wottrich was for many vears with. the 
s Chicago « 
a representative for other top-line 

wide experience in 
roducts His display 
| V, | I successtul 
~ experience, prompted thre | \ Darling 
making this appointment to 


etal 


upanyv in 


ilitate more efthiclent service 


es in the Chicago area 

Bliss Shows Displays 

On Television 

\s a feature of the “Manhattan 
t’ program on television station WABD, 

York City, the November 

\l Bliss) showed halt a 
en of the 26 settings constructed by Bliss 

Christmas win- 

Foley, 


con- 


Spot 


evening ol 


and described 
Corporation for the 
Macy = ce 
manager tol 


Display 
vs ot R. H 


display 


John 
Macy’s, 
out by 


ndow 


ved and wrote the story carried 


displays; the theme is “To Grandtather’s 


House We Go.” 


Gateway Displays, Inc., 
Opened By Goldberg 





oseph Goldberg, one of the leading tree 
vice displaymen in the metropolitan New 
rk City area, has just opened a_ firm 
wn as Gateway Displays, Inc., at Free 
t. N. Y. Goldberg, in partnership with 
\\illiam Sachs, has taken over the complet 
lding at 42 East Merrick Road The 
ipany will manufacture and job a com- 
te line of display materials, manutacturt 
keround units, and handle a line of 





inequins and fixtures 





Bronson, 


distributor ot 


Chicago 


D 
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NAIL PANELS 


faster! 


Automatic magazine-loading Spot- 
stapler nails wallboard, plywood, 
pressed woods and light metals 
without hammer marks. Spot- 
staplers either countersink or flush 
drive. 





Write for Bulletin 














CL 10 — ACTUAL SIZE 


TICKET HOLDERS 
Molded of CLEAR PLASTIC 


Pyramid Ticket Holder perfect for small 
point of sale pricing. 

Complete the picture of ultra-smartness 
created with plastic displayers by using 
ticket holders of clear plastic. These 
beautifully molded ticket holders are just 
the thing for soft line display. 


CL 10 Packages of 50 $ 6.60 
Lots of 100 12.00 


QUENSELL DISPLAYS INC. 


71-23 Austin St. Forest Hills, N. Y. 
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NEW, ENLARGED 


Display World 


The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 


now available. Maroon, with title in gold, 


the binder opens flat as illustrated for 
easy reference to the pages of any issue. 


Copies can easily be inserted and removed. 


gee 


MAKES YOUR COPIES OF 
DISPLAY WORLD MANY 
TIMES MORE VALUABLE 
@ Easily holds 12 copies 

@ Keeps copies clean 


@ Handy for reference 


+300 
~~ each postpaid 


Exchange regulations permit the acceptance 
of orders for the UNITED STATES ONLY. 


DISPLAY WORLD 


CINCINNATI 1, OHIO 
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STATE STREET REPEATS 
ITS SMASH HIT 


[Continued from page 33] 


Phe Chas \ 
was aeveloped with 


Hooded with pink and blue light. 


stevens & Co. 


a pink background and 


main display 


Decora 


tive props were tree ornaments from 9 to 12 


inches in size, made especially for Stevens 


from lathe-turned plastic snow blocks. They 


were decorated by the display department 


with decoupage figures and Christmas trim 
ming imported trom Germany, and hung at 
with fluorescent pink rib 


varying heights 


bons. The showing of lingerie and negli- 
eces pictured in the second illustration was 
contined to pastel tints in groupings that in 
cluded a small item of apparel to augment 


the impact color 


Not shown are Stevens’ arcade windows, 


coordinated with the main display by paint 
ing the backwalls pink over which a sheer 
draped, handpainted in 
mid-Victorian 


applic d to the 


curtall Was green 


outlines of a snow scene, 


Silver leaf was translucent 
houses, and it also 
delicate 


im tex 


windows of 
falling 


fabri as 


fashioned snowflakes of 


fligres Phe treatment was a study 


ture and furnished a fairy-like foil tor met 


chandisers that were silvered ice cream 


] 


tables and chairs of the Victorian era with 


covers and seats of fluorescent — pink, 
trimmed with tinsel and = radiant metallic 
balls. Windows were treated as one hug 
exhibition by suspending plastic tree orna 


ments from the ege-crate ceiling of — the 


conectineg corridor 


Window displays and intertors by Arthur 


(jault, director of display, were coordinated 


“Santa: is. a lady's man at 
different 


character in top hat and tails and carrving 


under thre theme 


Stevens personalized by avery 


Stevens’ Christmas boxes 


Lighthearted entertainment is the keynote 


OT every display but at Carson Pirie Scott & 
Co. near-tragedy overtakes that jolly gent 
who has been working so hard to fill his or 


ders on time 


Clement Bradley, director of 
Santa to bed with a bad cold 
Santa” he calls. the 


man of the hour 


display, put 
“at should 


four windows in which the 


happen to 


gets out of one predicament into another 
In the first scene it is “Just three days ‘til 
Santa is sick It's clear to 


well quick.” With 


the help of Santa’s family and all his rein 


Christmas and 
his family he must get 


deer he is able to return to work on the as- 


—This display from Chicago's State street is 
by Reed Schlademan, The Fair Store— 


sembly line in the next scene, “Just two days 


‘til Christmas. Vhe machines must run 
Santa's whiskers have jammed them. Now 
what can be done?” It takes some quick 
acting on the part of Mrs. Claus to save 
Santa from a terrible fate. In the third 


scene he really gets in a tight spot for it 1s 


Christmas Eve and he can't get down the 


chimney But all ends happily in the last 


scene and he is off on his chimney hopping 


in time to bring all good little boys and 


girls the tovs they want 


\ group of six windows by Bradley for 
women’s wear, china, glass, and silverware, 
Christmas spirit of medieval 


ballet 
sculptured in 


portrayed the 


ages with &-foot figures of papier 


mache, beautifully arrested 


motion. 

The first photograph with this article is 
from a group of three of the series employed 
blue raw silk drap 
theatrical 


for women’s wear. The 


eries Were open to disclose. a 
fragment painted on canvas and papered on 
fountain 


plumes, 


the wall, together with a fabulous 
that spilled 


and bits of erystal, studded with bee-lights. 


flowers, leaves, beads 
sprite’s skirt becomes 
falling 
solidified by 
producing a gla 


“Winter 


SCCTI1C 


In this illustration the 
the tountain and in all scenes the 
water appears to have become 
the tantast1 
cial effect The 


ment” 


decorations, 


theme Enchant 


coimeided with the beauty ol 


thre spectacle 


It's an air-minded Santa who entertains 


the kiddies at The Fair with an air circus 


Balloons, Christmas ornaments, and. at 


through the air fastened to a 
direction of old St 


circus are 


planes fly 
ceil track, under. the 
Nicholas. Watching the 
description, seated on circus benches, 
and the 
brushed drawing of littl 


+ 


tovs ofl 
every 
audience is enlarged by an all 
folks on sky blue 
Popeorn and 


scamless papel 


through the 


peanut ven- 
dors ride SHOW covered arella 
on velocipedes tor toddlers and on the val 
completed sk 

The display by 
offers 
an uncluttered selection of toys under an e1 


ance an airplane has just 
writing “Merry Christmas” 
Reed Schlademan, display manager, 
tertaining and modern theme. 


The tollowing displays are not illustrate 


Not only the imaginative, very young 
crowd, but old ones too who stopped tO 
view the early showing of toys at Mandel 
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frae” were carried away into the upper 
recions., Little children rode in a reindeer- 
drawn sleigh, dolls and toys were hung in 
the sky with red ribbons strung from. the 


anny 
jas 





celing, and in the background = stars | WS ~" 
twinkled back of a filmy curtain moved on As ee 
ae " ; we ce 
a ceiling track as if the procession were ee 
passing windblown clouds. White angel —_ DY 
r puffed on the floor added to the illusion a ca 
riding in the sky. Others of Mandel’s x: AND BEST WISHES J, 
State street windows were devoted to an VK 2s 
early showing of intimate apparel glam- =e ¥ 
zed by backgrounds of brilliant red and & 19 5 © | ~~ 
Christmas balls hung with red ribbons. FOR € a 


e 
e- 
wet 


The succeeding series was directed to 
he Lovely Lady”, with gift-hum ug sim 


( 





e 
4 2 
plified by an arrangement of small items 1m °s eo «© « VOM CLC arry enzin ahi la . WF 
ege-crate screens set before sheer curtains ¢ ~ 
=f Pa ee @ 2 
-—— ugh which tiny bee-light twinkled A: = 
Curtains were moved by hidden tans to 1m e vA 
— ° . ° < ——- 
part a supernal feeling in keeping with the a, $ 
‘ 
e 


logan “Mandel’s, Where Christmas Dreams 


me True.” 


Yes! Established only 5 years 
but reaching the Tops with 


very) 


8) davs 


st) run 


Now Traffic Count Shows 


Est 


‘ 
e 


quick “7 $ 
set Power of Drama a % 
hird When the staff of the Hat h F e V j Oo scan li a Wt 
third 1en the staff of the at Kesearch Foun $ e Ga it al t —? 
rit is dation, New York City, was lining up the 7 ¢ © | is ? rigin y, u is y, 3 
. ° IQ ee ee 
wn the recent National Hat Week (October 2-8), x 
he last they included plans to show that with the — d S$ e Ly S Ds 
Op ng proper < ( ; av < 10 < i ao ~ ee 
pping proper amount of imagination, a wind w gs an ervice to t e mart ys 
vs and display featuring a dramatic presentation ot a Za, 
men's hats could be made more exciting | 9% ‘ ‘ DY 
lev for than an adjoining window of the same store. a Display Directors ®e 
‘rware, They hit upon a theme entitled “Hat 7 . ~ 
‘dieval Cavalcade of America,” and proved their ve ps 
Papier theory by clocking neople who stopped to ei _ x ie . - Ld 
rrested see the windows. Here's how it was done: | 9% Write for Tropical, Spring and Summer price list! YS 
It was proposed by the Foundation and 2 A 
icle is accepted by the finest stores on Fifth avenue |) = - ~ 
° - al 4 
ploved t hat each store, mm honor ol National Hat Ai VISIT eee The House of Naturals b a 
drap- Week, prepare a windew display — built K BA 
atrical around the hats of famous Americans or the | 9% Ds 
red on hat fashions of American history ee * * 
at 1 OT J é Ss y. oe 
oe \t a meeting of the representatives of X& DISPLAYS ~ 
yeads ihe rT peony ‘- P . ittee ‘ D 
; the participating stores a committee was ee pe 
lights. elected to cooperate with the Hat Research Ne INC. Lf 
sled ait Foundation in the distribution of rare, un- | 9% D5 
- save 2 f YY ) 
falling isual and historic hats which were loaned We, Manufacturers e Creators e Importers * 
red by by various museums, societies and individ ¥ ry 
i Gila ] . = we ; ‘ —— . ‘4 
S uals for the oceasion. Sources through “ti ' V \W/ ee 
< ; ‘ ° . e e 3 . 
chant vhich the hats were obtained included Ae 43 WEST 56TH ST NEAR 5TH AVE NE YORK 19, N. Y. g 
Ity ol such widely separated spots as the New 4 *Reg. U.S. Pat. Off DG 
ee 


irk Historical Society and the Buffalo : . a a > 
Si" Mucoun i Corky sec, the Kivvulktv i SE BNE SN See ee 3 eae a aS eas ae seat 
nuseum, Friends of Old Dover in Dover, 
el., the Museum of the City of New York, 


f 
= CO nt 





— 5 


to a ind the Gene Fowler collection in Holly 
Id St vood, the Will Rogers State Park in Cal1- stationed himself between a Hat Cavalcade In addition, two other stores were checked 
ys OF iornia, the Valentine museum of Richmond, | window and an adjoining window of the at a more favorable time 
niches, d the Theodore Roosevelt Foundation in same store. With a tally register in each F—Oct. 7th—12 :15-12-45 144 51 
pan New York. hand, he clocked comparative traffic at each F—” 7th—12-:50- 1-20 114 40) 
blue By October 2nd, from Fifth avenue at | window for half-hour periods. This is what One firm alone. (Wellacln)  desoeed 
bee 3rd street to Fifth avenue at 52nd street, | they found: grand total of 20 windows of. their et 
nye hes — that sells — hats eee =e aie a egy SOM stores to the Cavalcade In every other 
ole turing a aeepuriamnods display With this Store Date Pim Window — ing participating store the windows devoted to 
ay by theme, more than a mile of world A—Oct. 5th—1 :45-2:15 106 47 hat displays were corner, main or dominant 
ee Signer Fifth avenue was turned into an B—” 5th—2:20-2:50 79 66 ones fronting on the avenue. 
va ibis iemmiiuens ( ” — Sth—2 :00-2 :30 71 45 Participating stores included John David 
lo prove by actual figures their original D— ” 5th—-2:35-3:05 73 45 (two stores), Finchley’s, Wallachs (two 
- mt of showing that dramatic displays of Two days later, stores “Cc and “Ty wert stores), DePinna’s, Saks-Fifth Avenue. F 
n’s hats could be made to be window re-checked at the same time with the fol- R. Tripler, Browning King, G. Spaulding, 
young ippers, the Hat Research Foundation en- lowing results Rogers Peet, Arnold Constable. Lord & 
‘d to ¢iged two seniors of the New York univer C—Oct. 7th—2 :00-2 :30 && 42 Taylor, Bond's, B. Altman & Co., and Cav- 


ande! sty School of Retailing Kach student D—” 7th—2:35-3:05 67 oO anaugh’s 
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DISPLAY WINDOW! 








BEFORE = 


AFTER TREATMENT 
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wai #500 Con 























A revolutionary process Disp 
| 
guaranteed to steam proof : 
your display windows, large 
or small. Easy to apply. Long ra en 
lasting results. Inexpensive. 
Gives crystal clear windows, 
even in cold weather. A 
definite profit booster. Still another conversion of the stairs for display purposes is shown in Sketch No. 4. The panels 3 
are of treated oak, redwood, or any other well-grained wood and enclose the staircase com- 
Smite BY — s pletely. Note the many display possibilities suggested— 
] 023D Forbes Street Pittsburgh 19, Penno 1 , 
| Gentlemen Send full information on CLEARSITE #500 | Vet 
i i OVERCOMING THE HANDICAP Awards Are Announced ess 
Sweet | OF STAIRS AND DOORS In "Letter'’ Contest Ha) 
cH $Srete ; : ; res 
eaten ee [( ontinued from page 27] A jury ot three judges has announced the 
: winners of the window display contest con . 
S11 this MaLaZine yrimarily Is intel ‘sted . y ° a pe 
— J eso ~~ ducted during National Letter Writing Week Bur 
in visual merchandising, we have not dis sete bes 
ae ; by the Paper Stationery & Tablet Manu Rot 
A NEW cussed the many different solutions dealing a 3 3 
facturers Association, New York City. In | 


with the treatment of staircases in the store ; : 
the department store group first prize of 


when displays are not to be included in the — . Mae y: ; 
: : : ; $100 went to Herb Krofft, Bintz Brothers, 
design ot the new stairs. There are tascin ‘i 
; ; Zanesville, Ohio; second prize, $40, was won 
ating applications of heavy glass walls, : : : 

by Fred Wassall, Walker Brothers Dry 


transparent and translucent; of plastic ma mie ; xe 
| Goods Company, Wichita, and third, $25, by 


tertals. such as big plastic rods oO gate ; 
BOOK IS NOW READY! — ; a Ernest L. Rayner, Wiley Dry Goods Com 


ASDESTONE and H £3 kK 
any, Hutchinson, Kan. I 
treatments \s we said in a preceding 1s re : 


It contains samples of two sue. the desieners Hoffman and Heidrich \mong the stationers’ group similar prizes 


hundred numbers. will be happy to answer one question per Were awarded in this order: first, Thomas 
store, free of charge, concerning problems EK. Burke, Schwabacher-Frey Company, Los 


WRITE IN FOR YOUR COPY in the field of store decoration. Thus ques \ngeles; second, Don Fuller, S. C. Toof & 


TODAY tions for staircase treatments in stores can ©o., Memphis; third, S. J. Hughson, The 
er. even if thev do not deal R. P. Lewis Company, Flint, Mich. Jor 


, t 
tAKRCTL Cale OT, 


Samples also available of our com- with immediate display problems For variety chain stores, first, O. 5S At 
plete line of decorative papers and In conclusion we should repeat that un- Manion, F. W. Woolworth Company, Den 
° ° . . si1ghntl stairs and doors need not be a last ver; second, Ray Molitor, F. W. Wool \f 
coordinated fabrics, including: ae tandicad to the Gaelaymn. Waexbave worth Common. Rane tie: ae © Y 
found then real assets when converted Woolworth Company, Columbus, Ohio. For 
e TORTOISE SHELL ilong the lines discussed above \nd quite drug stores ual pes retailers, first, Mrs 
° PYTHON i few stores are using stairs for their dra E. T. McCool, McCool Drug Store, Joplin, 
matic effect in style shows and= similar Mo.: second, Mrs. E. P. Willard, Jr., Wil 


e ZEBRA events Among them is Neiman-Marcus, lard Gift and Children’s Shop, Commerc: By 
T. Tanner, Webb's City, 
Sa 


allas \ here he Ste S leadi 9 O he 1e ¢ as “( ‘ 
. LACE EFFECT 1) ih tl tall iding t moans | we ro by 


zanine are so employed and are Tne 


2 WOOD EXOTIC ited into practically every store event ot a 3 acelin Sar. 
St. Louis Group 


stvle show nature 
Rave Whitmer Takes Over To Hold Party 
At Lincoln Store The annual Christmas party of the St 
= 4 als Don Whitmer is now display manager Louis Display Guild will be held the eve 
im for Ben Simon & Sons, Lincoln, Neb. He ning of December 17 at the Forest Park 


replaces Worth Winslow, who left Simon's — hotel. A dinner will be followed by dancing 


225 Fifth Ave., New York 10, N. Y. to become display manager for Dupler’s, attendance prizes, and a personal visit by 


Denver. Santa Claus 
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Braunstein Resigns 
Mognani Position 
e resignation on January 1 of Joseph 
nstein as vice-president and sales man- 
for Magnani Mannequins, New York 
has been made known. He has been 
the firm for a number of years, serving 
iles representative until a reorganization 
ie Company a year or so ago at which 
he was promoted to his present posi 
His future plans have not been d1i- 
d at this time, nor has his successor 
named 
addition to the Magnani staff is Ruth 
vnstein, formerly advertising managet 
fashion coordinator for a New York 
lingerie manutacturer; she will be in 
ee of styling, advertising and publicity 


\lagnani. 


Company Reorganizes 
Display Division 
he Kerr Paper Company, 817 Johnson 
reet, Amarillo, Texas, has reorganized its 
lay division and is expanding and ex 
ing its facilities better to serve the Pan 
ndle trade area of more than a million 
le. The firm has moved into a new 
house and office and has added a num 
of new accounts to its display jobbing 
Heading the display division is John 
ler, formerly with Emery, Bird & 
iver and Robert Keith, in Kansas City. 
eder at one time operated a display busi 
in New York City, manufacturing dis 
materials from grape trunks and cy 


S trees 


Buffalo Firm Again Wins 
Rothmoor Contest 
ir the second time in two vears, first 
Im oa display contest sponsored by 
moor Corporation has been awarded 
\dam, Meldrum & Anderson Company, 
ffalo; J. Houswood is display manager 
$200 award was in the classification for 
ties of 500,000 and over 
First prize in the 150,000 to 500,000 group 
t to McCurdy’s, Rochester, while in the 
sification for cities up to 150,000 popu 
m the top award was won by Miller's, 


ttanooga 


Jones Takes Over 

At Myer Brothers 
Jones is Now display Manage 
Brothers, Springfield, III He 
connected with the department for sev 
vears, and fills the position resigne: 
Howard Buck recently; Buck has joine 


Louis store 


Byrne Is Appointed 
Scles Manager 
\. Abbate, president of the Structural 
play Company, Inc., 44-01 11th street 
Island City, makes known the ap 
tment of Thomas F. Byrne as_ sales 
ager. The compariv designs and builds 


istrial exhibits, interiors and merchan 


g displays. Other members of the firm 
Kk. P. Sutorius, formerly show managet 
the General Electric Lamp Department 
ry Cormano, artist and designer, and 


F. Nealon, account executive 
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LATTICE AND ROSES 


Yellow Roses—Green Leaves 


Grey Lattice 
Red Roses—Green Leaves 
Grey Lattice 


Pink Roses—Green Leaves 
Grey Lattice 


LIST PRICE 
PER ROLL 


26'' Wide x 50' Long 
$3.20 


26'' Wide x 278 Yds.Long 
39.00 


WRITE FOR FREE CATALOG 


KLEY 


BUL 


195 MADISO 


W AVENUE, NEW 


york V7. 4 Y 


SWEET PEA 


White Flower 


2635 S 


on Green Leaves 


Q WABASH AVENUE. CHICA 



















DUNTON CO-, INC: 


GO 16. Wt 









FIRST FOR 
ANY SEASON! 


(Mannibins 


for everything from 


Fursto 
y © Flannels 

























































California-Styled 
Shopper-Stoppers 


“vy DECTER! 


First for styling, flexibility, beauty and care- 
ful construction! DECTER Mannikins and 
Forms have everything to make your win- 
more dynamic, 


dows and displays more 


compelling than ever! Mannikins of un- 
matched quality, sculpted with life-like con- 
tours, for every type of merchandise, any 
display — every one made to bring you 


greater values than ever before... 


Send NOW for our big FREE catalog! 


DECTER MANNIKIN COMPANY 


1000 So. Los Angeles St. * Cor. Olympic Blvd. 
Los Angeles 15, California 


Lc) Lea 


FOR ALL PURPOSES 
TRAFFIC SIGNS FOR BUSY STORES 





| £OX@)D) 


MENS SUITS Ay 
D 
OUTERCOAIS 


DICKTOWNE 
BOYS SHOP 


LADIES SHOPPE 
WILL CALL 





Trade Marks Reproduced 


Disptay Crart 


963 LAKE DRIVE S.E£.. GRAND RAPIDS 
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HELP FROM MAGAZINES 
NO. 5: GOOD HOUSEKEEPING 


page 42] 


[Continued from 


themselves of customer Retailers 


display the 


acceptance 


seal and quote the guaranty to 


clinch sales. Prominent display of the seal 
on the selling floor has been known to. in- 
crease sales of a product up to 300 per cent 


above pat 


The retailer, in Good Housekeeping’s firm 


opinion, is the key to the pay-off of national 
advertising While national advertising 
creates prestige anl demand for a product, 
the retailer sells that “vital 3. feet”’—over 
the counter—to the consumer. By promoting 


through display, he can sell more of almost 


anything. However, a smart merchant will 
not spend a great deal of time, effort and 
money promoting products that customers 
are likely to find unsatisfactory. His prob- 
lem is to promote products that will build 
good, steadv customers for his store and 
keep attracting new customers. 

More and more retail stores are using 
institutional advertising to promote the 
theme “We are headquarters for top-quality 
merchandise; you'll always get good values 
at this store Phey also find that a Good 
Housekeeping tie-up is one of the simplest. 
most effective ways to establish that kind 


of customer confidence. Products advertised 


in Good Housekeeping enjoy more than a 


reputation. They have to 


merit. the 


brands 
| 


national 


be good before they (;uaranty 


Seal, which provides for replacement or re 


fund of money if the product is not as ad 


(One out ot 
Seal in 
don't 
business” the 


vertised in the magazine 
admit the 


Huences their purchases 


Overy 


two women (;uaranty 


| he \ probably 


know or care how much “big 


turned down. to 
but 
provides 


has protect its 
that 


depend 


MaLaZiiie 


famous guaranty, they know Good 


Housekeeping them with 


able 


tend to place 


Consequently, they 
that 


feature Good Housekeeping guaranteed mer 


buying protection 


more confidence in stores 


chandis¢ 


How does an enterprising store harness 


the selling power of the Guaranty Seal? The 
fiad out 
division of the 


primary 
if the 


store 


equisite, OF course, 18 tO 
a particular 


really is a 


store oT 


headquarters tor Good 


Housekeeping guaranteed goods, by checking 


—During a Good Housekeeping promotion at 

R. H. White & Co., Boston, fashions ''stepped 

out of the pages of the magazine’, while other 

windows in the battery of 21 followed the lines 
of this bridal display— 


lists which the magazine will mail on re- 


quest. Then it’s time to display the seal 
for all it is worth. This doesn’t necessarily 
mean waltz music and neon lights. Renne 
bohm Drug Stores, for example, found that 


adding the seal to plain display 


eight 


merely by 


cards, sales on control products went 


up OS.0 per Cent. 


Hox 


Was an 


“Good Housekeeping Week" at 
schild, Kohn & Co. in’ Baltimore 
outstanding example of the store-wide 
Hochschild, Kohn’s 
furniture 
Edmondson 


pro- 


motion technique. four 


stores—the main store, store and 


suburban stores in and Belve 


dere—plaved up Guaranty Seal merchandise 
to emphasize Hochschild, Kohn’s 
Storekeeping.” \ll 56 windows 


displays of Good Housekeeping guaranteed 


os } 
( rood 


featured 


merchandise, with such devices as giant 
(guaranty Seals, blow-ups of the magazine 
cover and blow-ups of some of the fashion 
pages in a current issue. Good House- 


keeping Laboratory photo-murals on the 


drama- 


main floor of the downtown. store 
tized the seal story for customers. Counter 
cards, seals and magazine covers flanked 


merchandise on counters and island displays 
\ continuous slide film window dispiay told 
the story of Textile 
Laboratory. A 
featuring dresses 


(good Housekeeping’s 


fashion show in the main 
magazine s 


WBAL-T\ 


fashion show and 


store, from the 
was televised on 


Radio spots publicized the 


fashion pages, 


“Good Housekeeping Week.” Daily full- 
page newspaper ads featuring Good House- 
keeping guaranteed goods told Baltimoreans 


where to buy. The store heartily endorsed 


(good Housekeeping’s ability to sell goods 
and reported, “The promotion gave us a 


unified story on brand names that should be 


valuable to us for a long time.” 


\ Guaranty Seal promotion concentrate 


in one department gets the same attent 
to detail as the store-wide effort \ se 
promotion in the home furnishings divist 


of Penn Traffic Company, Johnstown, P: 


took place a few weeks ago. The magazu 
orked with the store in devising a= pri 
~otion theme and advertising layouts. Dat 
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newspaper ads featured Guaranty Seal mer- 

idise, while window displays, radic tie- 
interior displays told customers 
that Penn Trafhie Company was headquarters 
jor hometfurnishings with the Good 
guaranty. 


ns and 


House- 
kee Ing 


he store-wide Guaranty seal promotion at 


H. ©. Prange Company, Wisconsin, proved 
gain that where a special display and mer- 
handising effort is made, sales show a 

irkable increase. The housewares de 
partment made the most of display material 


(4,00 l 
featured 


supplied by Housekeeping and, in 


iddition, demonstrators from. five 
nufacturers. Prange’s ran 19 tie-in news 
featured 
(good 


throughout the 


paper ads, prominently (;uaranty 


Seals and blow-ups of Housekeeping 


oratory pictures four 


p bought radio time for a total 
general, linked 


with the 


nge stores, 
t ten commercials and, in 


} 


stores’ famous-brands theme 


od Housekeeping guaranty. 
\nderson’s, of Owensboro, Ky., presented 


1 od 


Housekeeping Days” for two tull 


ecks in all departments. A teaser ad in 
local kicked off a 
] 


mpaign of full page ads devoted to Good 


Iwensboro’'s hewspaper 


| susekeeping 

ery department. Fight full 
ee 

graphs, 40 by 60 inches in size, 


guaranteed merchandise in 
windows were 
Photo 


of typical 


xclusively Housekeeping” 


laily activities in Good Housekeeping’s 
oratory served dramatically as back- 
grounds; Guaranty Seals and magazine 


he picture. Point-of-sale 
skillful 


radio pro 


ers completed t 


ups throughout the store made 


of Guaranty Seals. Spot 


oting great values in Good Housekeeping 


dvertised goods was another feature of 
\nderson’s all-out daily sales campaign. 
sod merchandising, good display and Good 


traffic 
\nderson 


Housekeeping proved to be stoppers 


sales builders executives, 
orting on the outstanding success of their 

1 Ta Housekeeping 
lit to the 
! 


Phe “14-Day 
ppeared in the 


promotion, give great 


value of display in- selling 
Plan” 


issue of the maga 


Miracle Beauty which 
March 
ne provided the basis for another major 
isplay promotion. Good Housekeeping of 
d the promotion to one department store 
drug chain per city and = provided a 
ial promotion kit, including an outline 
beauty clinic, a 16 


conducting a. store 


illimeter color movie, suggested news- 


wer ad layouts with art, copy and news- 


er mats, a three-piece window display 
t, sketches of additional sug 

Miracle Beauty Plan counter 
Guaranty Seals, a 
color prints of the 
bulletin to the 


bulletin to 


gested win- 
v displays, 
ds, easeled glossy 
to and magazine 


er, a store's display 


artment, a store sales per 
nel, suggested scripts tor radio spots, re 
ts of the editorial, and a list of beauty 
covered by the 
bought the film 


| special demonstrators from their lead 


ducts (;suaranty Seal 


} 


ny stores outright at 


cosmetic suppliers. The promotion was 


successful that many retailers have re 


sted a repeat performance on an even 


cGy scale 
he tollowing display aids for the promo 
advertised 


ol (soo0d Housekeeping 


ds are available, free, directls to re 


ers 


yy individual product identification and 
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Sy 


A non-inflammable silver-backed festoon foil—with a brand 
new design feature! You can twist it into the spiral effect you 
want... pull it...and it locks in position—to add new ver- 
satility and new beauty to every display! Economical—costs 


less than Princess Pine roping. 


Available in seven sparkling colors. . . ‘“Spiralock" Festoon 
Foil is the newest member of the Metal Goods family of 
Florist and Paper-Back Foils, Cellophane and other display 


materials. 


Packaged six 10 foot lengths to a shipping carton, 


available in 2" and 51/2" widths. 


Colors: Fuchsia, 


Gold, Christmas Red, Christmas Green, Royal 


Blue, Silver, Ice Blue. 


Send for price list and complete information. 


ETAL GOODS CORPORATION 


5201 Brown Ave., St. Louis, Mo. 











JOBBERS 


We specialize in Children's Mannequins 
For particulars write 


WINDOW MANNEQUIN, INC. 


449 West W St. New York 1, N. Y. 





Everything for Display 


Alo} a Je] oicle) Seema lira 


Complete. Display Suppliers 


618 MARKET ST. PHILADELPHIA 6, PA. 





Use the Original, Quality 


SLEEVE FORMS 
SHIRT DICKIES 


Also Detachable Ties 


Top quality — made entirely of virgin 
material — but at no extra cost. 


THERE ARE NONE AS GOOD 


S. BENDER 


The Originator—Established Over Thirty Years 
215 West 40th St., New York City 18 

















e@ PLEASE MENTION DISPLAY WORLD WHEN 
WRITING ADVERTISERS e 
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ROTOCHROME 
SPOTLIGHT 


Smallest Spotlight of its kind! 
Provides 500 Watt Illumination! 
Totally Enclosed — Absolutely Safe — 
Completely Automatic — 6 Continuous 
Color Changes — Adjustable Beam Size 


Ideal for Store Windows, Displays, Exhibits, 
Conventions, Shops, Theatre and Hotel Lobbies, 
Restaurants, Night Clubs, Cocktail Lounges. 


Send for Bulletin No. 471 


GoldE Manufacturing Co. 
1222-A West Madison St., Chicago 7, Ill. 
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DUBLE-VUE / \SKIRT HANGER ¢ 


@ 





No. SP — The sturdiest skirt hanger on the market! 
So fine that none can compare . . . that's the 
Duble-Vue* skirt and slack hanger. Made of virgin 
Polystyrene with free-turning highly polished wire 
hooks with curled tip. Adjustable Nickle-plated 


clips on a rust resistant rod. 


COLORS: Crystal clear, transparent Red and Amber. 


Sip, ak *Reg. U.S. Pat. Off 





WRITE FOR PRICCS AND PARTICULARS 


arnty slemplet E- Gons Ine. 


Dept. D “© 28 NORFOLK “ST., NEW YORK 2, N. Y. 
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REDIKUT LETT ERS neues Miieiiite 
Die Cut Cardboard Letters For any WANT AD purpose: 

Popular sizes, styles and colors. Write for POSITION WANTED POSITION VACANT 

your samples and prices. Ask your Dealer. USED DISPLAY EQUIPMENT FOR SALE 

THE REDIKUT LETTER CO. REPRESENTATIVES WANTED 

2902 W. 76th St. Los Angeles 43, Calif. $3.00 Per Column Inch — CASH WITH ORDER 
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shelt markings: White, gold or silver -eg 
stickers in assorted sizes. 

For counter displays, showcases and se 
tional identification: 9-inch and = 20-ine 
mounted and easeled seals. 

For over-aisle hangings and large 


dow displays: 3-foot seals mounted o 
brilliant red background. 
For newspaper ads: Reproduction pr 


and mats of the seal in assorted sizes. 

For newspaper ads and use in specia 
posters: An assortment of twenty 8 by 10 
inch glossy photographs, with explanator 
copy, highlighting typical investigations i; 
Good Housekeeping’s Textile Laboratory 
Chemical Laboratory, Beauty Clinic, 1 
gineering Laboratory, and the — Institut 
Kitchens. 

For windows and dynamic interiors 
2l-unit set of 40 by 60-inch photographs 
mounted and framed, of Good Housekeeping 
Laboratories. 

For demonstrations, lectures or automati 
animated display, there is a 35-mm._ slid 
show of what happens to a dress or fabri 
in Good Housekeeping’s Textile Laboratory 
There is a 35-mm. full color slide show ot 
the facilities of the magazine's Baby Center 
\dditional slide shows are being planned 

(good Housekeeping will furnish glossies 
of the current magazine cover for use 
newspaper advertising, and full color prints 
for assorted display uses. 

The magazine also offers its services 1 
planing a promotion theme and_ providing 
copy and layout suggestions for newspaper 
advertising. 

If vou would like additional information 
about Good Housekeeping’s display and pro 
motion aids, please write to Eleanor Pohl 
ing, Merchandising Division of Good House 
keeping, 959 Eighth avenue, New York Cit 
19, N. Y. 

FLEXIBLE INTERIOR 
DISPLAY DEPARTMENT 
[Continued from page 23] 

But position isn't everything. Displays 
must be silent salesmen or they miss. the 
mark. Color 1s used extensively to sell the 
merchandise. The props and setting ar 
dictated by the items to be sold; merchan 
dise is dramatized with cleaborate or simpl 
settings, according to which 1s most effective 
Displays must have signs to tell the story 
Variety is a must. Traditional merchandise 
gets a traditional treatment, but the interior 
display department doesn't hesitate to g 
all out on arty or sophisticated merchandis 
display where it is indicated. Variety 1s 
the SPice and Variety calls tor flexibility 
“Change of pace” is almost an axiom fo! 
this department That means, of cours¢ 
studying new trends caretully, and keeping 
in tune with the ever-changing pulse 0! 
events 

Everything is highly specialized in con 
nection with Frederick & Nelson. display 
Thus the displaymen and women do not do 
any shop or sign work; the interior dis 
play people do not touch windows and en 
trance Cases . but they do do displays 
for just about every other place inside and 
outside the store where their services art 
needed 

Interior display personnel are all trained 
in the department; they take a three-year 
apprenticeship training program = and_ then 
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vance to “journeyman”. They must do 

ire than carry a staple gun around with 
them, right from the start. They must give 

t with creative ideas and be able to con 
tribute right from the beginning. The 

surneymen” and_= assistants handle all 

terior displays such as men’s cases, esca 
tors and display platforms They take 
care of all special activities such as nu 
merous events which take place in the 
re’s auditorium. They have charge of 
all sound systems, movie projectors and 
like equipment used in connection with any 
meeting or gathering in the store. Inasmuch 
they have charge of the “show” they also 
have jurisdiction over the props and_ set- 
tings. These interior men and women also 
take care of any exterior displays around 
the building, such as Christmas trees. They 
ust be a versatile lot. 

One of the most effective interior displays 
which these people put on was used origi 
nally in connection with a wedding pro 
motion campaign. It was converted into a 
spring-birds-sing motif on the first floor by 
utilizing 14 large bird cages which had been 
used in the wedding scenes. Unfortunately 
the 14 pair of love birds and 60 canaries in 
the cages couldn't be counted upon to sing 


luring the daytime They would chatter 
ind burst into song when fed . but that 
vas’. before the store opened Not to be 


iunted, the interior display department 
ade a wire recording of similar birds 
ging in the aviary at the city’s Woodland 
Park ZOO, Records were made Irom the 
half hour recording and played through 
hidden loud speakers. The results were so 
effective that the display of birds was re 
tained for two and a half months 
The store is now in the throes of expand 
ng Five additional floors are to be added 
the multi-million dollar program. When 
work 1s completed the display depart 
ent with its four divisions will be in one 
cation The interior display department 
ill have even greater opportunity to show 
ts many-sided nature in true form. The 
next time it wraps up the building as a 
ift, the package will be about twice as 


} 


ig as when the store was last tied witl 


ibbon! 


Textron Menswear Displays 
Move To A New High 


The highest showrooms and merchandiss 
isplay windows in the world were opened 
the Menswear Division of Textron, Ince., 
New York City, on November 14. On that 
ate Textron Menswear opened its new 
eadquarters on the 80th floor of the Empire 
state building in handsomely appointed 
ew offices designed by Architect Emil Ff 

Bachstrom. 

\ unique feature of the new location will 
ve the highest display windows in the world. 
ocated at the entrance to the famous ob 
ervation tower, the new Textron displays 
vill be viewed by over 700,000 visitors 


innually. 











Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 
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Produce Sales with a Minic Display 











Interestingly different, this table set will help create displays that 
stimulate your customer's imagination and purchases. 


The free-form shape and grained-wood finish make a pleasing setting for china, 
shoes, lamps, needlecraft and appliances. 


You can use the table top as a platform — the legs are removable. Island 
displays with mannequins and furniture are easilly accommodated. 


Support your Spring fashion promotions and needlecraft promotions by effective 
uind attractive table and islend displays. 


Large table — 72" long, 48"' wide and 30" high 
Small table — 37" long, 18" wide and 71/2" high 


Price: $85.00 f. o. b. destination 


Mail us your order today — request unit M-60 


anak 7 503 East 72 Street 
Minic Display, o> | RSANY 


'"Complete Woodworking Facilities” 














A Very Merry Christmas 


To all our many friends and customers in display! 


Your loyal patronage, which has resulted in our removal 


to larger quarters, is deeply appreciated. 


May the Coming year be a bright one for alll. 


Palazzo Sleeve Form Mfg. Co. 


541-543 Sixth Avenue Chelsea 3-2057 New York II, N. Y. 
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"Lighting Is Key has more than 30 years of service with tl 
In Di ion" company. 

@LITHOPHANE VALANCES splay Design z see a es 

oe M ( utler, director ot the lighting tor Randolph Peck started a work vei Da ’ 

= 2 ling back in 1916, serving in various de- 

partments but spending 18 of his 33 vears 





selling section of the engineering depart- 
ment, General Electric Company, was the 











with the company in the plating section of 








speaker before a meeting of the Exhibit - 
Producers and Designers Association. New the metal plant in Bronson. At present he 
York City, a short time ago, and told those °YS™*" production of abrasive wheels 
present that lighting is becoming more of a Clinton Palmateer began his Darling 
STREAMLINER 1310-D medium for design than of illumination for Company career in 1919 and also worked in & 
Hundreds of ingenious effects with modern merchandising and exhibitions the plating section for the largest portion 
this easy to handle and lasting : of his service. Presently he is continuing 


e ° it] re ( ] 1O Mo p . ce 
valancing. Shorten ungainly win- Cutler said that lighting now can be used 


dows and cases! Accent glass areas to get color effects for many types of dis 
dramatically. play more efficiently than can pigments, 
1312-D—White on White. fabrics or plastics. “It can be used to di : . 
1311-D—Black, Silver and White. rect attention to a group display or a single : 

1310-D—Black, Red and White. product; it can be used to work variations Sears Displayman 

At your dealers everywhere! or in color effects in an almost infinite variety Writes Book 


his work in the maintenance division of the 
metal plant 


i i . 6. r roll 25'x19". of gradations | -hanege S ‘e vas . ; ' 
write direct. 6.95 per ro — : which ee changed . I Want to Be” is the tithe of a new book 
l ulred Ol he ‘9 > oF mphasis e . ° } 
ISINGLASS VALANCE CO. equired for the degree of emphasis de- published by Bellevue Books, Rockford, II 
sired,” the speaker said and written by Karl T. Helms, display man 
5206 Tilden Ave. * Bklyn 3, N. Y. H ee and i by Karl : play mi 
e went on Light is part of the com ager of the mid-West territory of Sears, 
position that should be considered when 9 Roebuck & Co., Chicago. Being introduced 
| arranging a display. It should be planned first at Sears stores, the book concerns. the 
NOW AVAILABLE... as an integral part of the whole desigu. It | yoeations of 35 American men and is de ( 
Famous Belgian Lithophanie at can be used to set a mood, create an atmo signed to help boys decide on their own 
same low cost in lots of sphere, bring out the character, texture and careers. Among the men included in the 
patterns and architectural colors form of products It is a display medium = pfook is Leslie Janes, basic store display 
AT ALERT DEALERS EVERYWHERE .. . ES ers . a ae : 
\ has unlimited possibilities, and one ° manager of Sears ; 
or write for FREE catalog to: I planning manager of Sears and well known 
which exhibitors and merchandisers are just tt) many displavmen through his service as | 
GARRISON-WAGNER CO pact pre ” é ; eae ke I 
2018 Washington Ave., St. Louis, Mo eginning to appreciate national chairman of the Victory Duspla 
ADLER-JONES CO Cutler said, in conclusion, that merchan Committee during the wat 


x21 S. Wabash Ave., Chicago, Ill 


dise displavs should be studied by exhibition 
CAPPY & CO 
3 Blvd. Of The Allies, Pittsburgh, Pa ; 
SHUR NUFF. INC being used in) merchandising presentation Philadelphia Firm 
a 


24S. 6th St., Minneapolis, Minn today than in anv other fiel Moves To Country 1 


designers because “more innovations arte 





Herman J. Kleiner, display firm formerly 
located in) Philadelphia, has moved to 


Darling Honors Men 
For Long Service 





Hainesport, N. J., “on 25 acres of woodland 
bordered by a picturesque stream... a 
In a recent ceremony at the L. A. Darling — perfect setting for the creation and manu 
so ee ae and ad DeTV Company, Bronson, Mich., Clinton Palma facturing oft displays.” The company’s shop 

i |) teer and Randolph Peck were presented is equipped to do special items in wire, 


with gold watches by Trowbridge H. Stan wood, ceramics, plaster composition, plastic, 


lev, president ot the firm Kach of the two rubber and papler mache 
Merry serena | 
C| Cl 
hristmas 





to our many display 

friends throughout the 

country. We have | D 
| 1 

enjoved serving your b 

display needs during the 

past vear and your co : 


operation and patronage 





are greatly appreciated. 


DAVID HAMBERGER Inc. | 


Display Decorations 





115 W. 3lst ST.. NEW YORK CITY | —Reading from left to right, Clinton Palmateer, Trowbridge H. Stanley, president of L. A. 








Darling Company, and Randolph Peck. Seated, left to right, Mrs. Palmateer and Mrs. Peck— 
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inder the name of Merchants’ 


$100 in the display contest held by 


\ 


P| 


CEMBER, 1949 


DECEMBER, 
M. Hollister, formerly with the 
evan Company, Cleveland, became man 


1924 


Kinney 


of the window display department ot 
\kron Retail Merchants Association, 
ron He succeeded J H Hilton, re 


arl Goettman, display manager and as 


tant superintendent for Joseph Horne 


npany, Pittsburgh, sailed for an extended 


second within a 


to Europe . his 
Wingerd became display managet 
Delphi, Ind. She 


women to hold such a 


orene 
J. T. Ives Company, 
s one of the first 


sition. 
lames M. Dunlap resigned as display 
nager of the Canton Dry Goods Company, 


nton, Ohio, to accept a similar post with 
iladelphia Underselling Company, Somer 
Pa 


irst prize in a display contest sponsored 


\ssociated Men's Neckwear Industries, 
was won by (¢ M. Shrider, display 
nager for A. E. Starr Company, Zanes 
)hio. Second prize went to R. fF 

es, Rawlings, Agnew & Lang, Cleveland 
Walter L. Welch resigned as display 


EKmpsall Department Stores, 


Vatertown, N. Y., to open his own business 


Display Serv 
. oVracuse. 
CO. Fe 


mpany, 


Samuelson Dry Goods 


Wis., 


Johnson, 
Eau Claire, won first prize 
Roval 
rcester Corset Company. 

W. Z 
play tor W. H. Roland Company, Bloom 
ton, Ill, joined Miller, Rhoads & Swartz, 
rtolk, Va., 
Silver trophy cups were awarded by 
LY WORLD for the 
contest to W. G 


Coy, who had been in charge of 


as display manager 


DIS 


magazine's met 


indising window Toll, 


isplav manager for Frank & Seder, Detroit, 


d Fred A. Owl Drug ¢ 


Francisco 


Gross, ompany, 


DECEMBER, 1939 


hirty-five members and guests of th 


indie Display Club, an organization com 


posed of displaymen in Cedar Rapids and 
va City, Iowa, held a Christmas party 
ed Long, H. N. Craemer Company, Cedar 


: pids, 


was chairman of the committe: 
ich planned the event. 

Carl Shank 
ttsburgh, as 
| Western territories. He 


specialty 


Displays 
salesman in the mid-West 
had been with 


joined Gardner 


Chicago displays firm and prio 


that time was display Stix, 


& Fuller, St. 


display 


manager tot 
Louis 

contest sponsors d 
announced 


Kdward S 


Vinners in a 


i Varn manutacturer were 


the first going to 


award 


mw, Gimbel’s, Philadelphia 
I 


seaumar Jaimes resigned as display di 
tor for Franklin Simon & Co., New York 
. and was succeeded by E. L. Vollmer 


Villiam I Baer was sales 


appointed 
resentative for the frm t Spadea 


New York Citys 


nnequins, 
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JTénby 


FULL ROUND 


PAPIER MACHE 
MUIGH STYLE 


RABBI T 


19% 


FLOWERS- BUCKETS Aad 
KID NOT INCLUDED 


Frusttke? 


ARTIST STUDIO 
Box 82! - Columbus 4 Ohio 














WRAY WILLIAMS DISPLAY CO. 


MEMPHIS, TENNESSEE 
NEW ORLEANS, LOUISIANA 


21-23 SO. SECOND STREET 


535 GRAVIER STREET 
MR. FRED LOKEY, exclusive Korrect-Way distributor 














KRYSTALITE DISPLAYS 


FOR JANUARY WHITE SALES 





KRYSTALITE GIANT SNO-PANELS—SLABS 


USE KRYSTALITE SNO-PANELS 
AND SNO-BOARDS 
Typical Krystalite Panel Sizes: 
15 aga — 20''x100"'x2" — 20x 36'x3" 
Poor “a 10°'x Rit el — 12''x!00''x3" 





CQuest 


ole-buile 


PRODUCTS, Incorporated 
6415 N. California Ave. 


Chicago 45, Ill. 








NETTING, MALINES, MESHES 
of Cotton, Rayon, Silk and Metallics 
for the DISPLAY TRADE 
SPRING 1950 LINE NOW READY 
GRAND NOVELTY ASSOCIATES 


31 E. 27th St New York City 16 














for 


CHelsea 3-8340 
manufacturers of arranjay b) Wigs 


34 West 20 Street New York, New York 











USE THE 
, OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 


USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES 
$3.00 Per Column Inch 


WANTED 
CASH WITH ORDER 











DISPLAY WORLD 


MOVING GOODS ACROSS 
THE RETAIL COUNTER 


[Continued from page 50] 


merch 
the 
seem to 


due to a loose, over-extended 


arrangement, if it is given all 


sales volume would 


Its 
But, 


sideration 1s 


whole, when due 
not only to 
ilso to the 
fixtures involved in stockin 
will be 
allot 
the 


department In 


rant on the 


given the s 


e merchandise but numbe 


ype ol the 
selling it, it found possible at 


deed necessary to Space 1 


accordance with sales and 
this 
that 

needing 
department 


reduction in 


Ot the 


might be well to note experienc 


shown that, tar trom more 


in which to 
actually 


operate, Mans 


proht trom oa 


area Phis comes trom an over-all tis 
merchandise 
which the 
the 
with a @g 


effi 


ing up of thre 
tion of th 


reduc Ce space 


COYVer, ind the tact that cus 


is brought nto contact 


amount of merchandise with less 


his 


part 


This mention of effort on the part 
the 

merchandise 
the 


asyv to 


customer. bi 


mgs IS to one ol 


200d rob Ol 


tenets Of a 


sentation—it must make merch 


visible. accessible, and « buy 


Peart of so presenting merchand 
that he 


t what he 


e custome! could see, compa 


wanted with a minim 


trom. the used 


sale sperson 
the t¢ 
Experien 


assistance 


i considered the province oO! 
stores and vapnriet\ stores 


| 
proved this false 


i 
Phis trend toward a customer pret 
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nomenal success Of 
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Del Le Sage, The Crescent, 


DECEMBER, 


other 
When 


cities compelled other 


markets and 
organizations. 
ing organizations to 
system the 
no limit 


service 


was almost 


chandise which could successfully be 


in this manner. \ 
a store, aS fo 
cent 


merchandise, 


87 pet visual 


and he 


completely 
wartime 
types of 
try a 


customer's 





1949 


self-service 
labor 
merchand 
modified se 


SC< 


results showed that there 


the types of m« 


handled 


reaction to 


all his surroundings, 1s about 
He 


wants to see it Pp 


wants to see the 


sented in an attractive setting where he 
can examine it at his leisure and make up 
his mind about it. He wants to be able to 
find out, from signs and labels presented 
with the merchandise, the definite qualities 
which make this merchandise desirable and 
a good value at the price. If he can do 
this, he does not care (and this has been 
proved time and again) whether he has a 
salesperson at his elbow every minute of 
the time he is in the store There are, of 
course, items in every store which require 
selling by well trained sales people, but 


there are many others which require a 
salesperson for little more than the actual 
closing ot the transaction. 

Setting up a store for this type ot selling 


little like setting 


a tactorys It 


INa 


operation involved 
the selling area and 
that both customers 


follow their 
maximum ot ease 
I Waste 


the 


Wii) « 


kind, 


oft this 
more effectively, can 
number of 
likely to 


are less 


p< riods ot peak 











up al 
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and sad 
necessadar\ 
and 
motion 
sales 
complete a tar gre 
transactions 
get 


volume 


Spokane, 


assembly line in 


an analysis of the 
the organization of 
the merchandise so 
lespeople may 
procedures with a 
satisfaction and a 


With a 


runction 


set up 
}¢ opl 
ater 
and 


even. at 


in a given time, 


swamped 


The 


customers 


used an interior 


tie-in consisting of a screen displaying the shoes on inclined platforms, while a model showed 


the shoes in actual wear— 
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eed not wait helplessly for a clerk’s atte1 
on, are more inclined to buy additional 
ems on impulse and are generally “hap 
ier’ in their shopping experience. But 

is can happen only if the merchandise 

so presented, signed, labeled, and = cot 
ctly arranged in the available selling 
pace that customers can find complete 
ssortments, related items, and = lines in 
gical sequence 

The actual type of fixtures used to pre 
ent the merchandise is relatively unimport 
nt What matters is that they be kept 
imple, so that attention is centered on met 
handise rather than fixtures, and that they 
e inexpensive enough, on the whole, to be 
vritten off over a reasonable period, to 
vermit of fairly frequent changes so that 
he store does not remain static in appear 
nee. Their primary importance is not their 
ippearance but their function. They must 
resent the maximum amount of merchan- 


dise in the minimum of space, and present 


t in visible, accessible, easily-maintained 


irrangements \lso, they should in almost 
ill cases contain sufficient space for a fairly 
leavy reserve stock to be maintained in 
lirect relation to that on display. This is 


necessary from the standpoint of good cus 
tomer service, ease of inventory and_ unit 
control information, and the promotion of 
ficiency on the part of the salesperson. It 
it had no other advantage, this maintenanc¢ 
if reserve stock in relation to that displayed 
would be worth while for the help it gives 
part-time sales people 

lo do an effective merchandise presenta 
tion job, the customer—that often “Forgotten 
Man” of merchandising—must be kept con 
stantly in mind. You can't change the buy 
ing habits of the population—you must adapt 
our selling system to conform to them 
The customer's first interest is simply t 
find the merchandise he wants. Put it 
here he expects it to be Next, he wants 
to be able to see what kind of assortment 
ou have available—the various © styles, 
olors, prices, sizes, qualities, or whatever 
the determining factor in the range of that 
articular merchandise may be Group it 
so that he can make 


his comparisons easil 
This not only makes for customer satistac 
tion, it means that trade-ups and multiple 
iles are made easier and more natural 
Why leave this important part of merchan 
ising as the sole responsibility ot the 
salesperson when the actual merchandise 
resentation can go so far toward promoting 
either with or without the salesperson’s 
issistance ? 
Several large groups of stores, al 
tensive study of customer buying habits 
ave broken down their system of presenta 
tion into three types. Merchandise is grouped 
iccording to the primary interest of tl 
ustomer in buying that particular type ot 
goods The three divisions are size, color 
ind purpose. To give examples: A man 
an wear a shirt only in a given size; no 
ther, however attractive, 1s of any use to 
im. Therefore your shirt section will be 
basically divided into grouping by sizes 
vith the complete range of colors and pat 
terns within a size assembled for easy 
elections, with all price lines so arranged 
is to promote trade-ups. An illustration 
if color groupings is that of drapery fabrics, 


[Continued on page 90) 
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CRESCENT 
Quc 
BOARDS 











CRESCENT DISPLAY BLANKS 


e Eight Colors with Clay Coated Surface 
@ Three Colors with Melton Finish Surface 





For Department Store Cards and Special 
Promotions. Use your favorite medium 


pen, brush, or printing. 


Sold by leading distributors everywhere 


a Product f 


CHICAGO CARDBOARD COMPANY 


666 WASHINGTON BLVD. CHICAGO 6. ILLINOIS 
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Attention! 
DISPLAY JOBBERS 


Our new Spring, Easter and 
Summer catalogue is now 
ready. Write today for your 


copy. 


| ie We 


Oz Vl 





CAPITAL 


Merchandising Company 


363-365 THATFORD AVE., 
BROOKLYN 12, N.Y. 


Dickens 6-1423—1424 
Manufacturers, convertors, 


creators of display papers 
and cloths. 








ANIMATION 


Lights— Motion—Sound 
USE DISPLAY KING DEVICES 


To Animate Lights: 
@ Flashers 
@ Dimmers 


© Slide Projectors 


To Animate Sound: 


@ Tape Recorders 
@ Tone Arm Repeaters 


@ Synchronized Sound 
To Animate Motion: 


@ Turntables (Regular also 
vertical - multi - stop) 


@ Mechanical Books 


@ Also Chain - Elevator - 
Screen - Curtain - Trylon 
and Panel Mechanisms 


We invite inquiries on specia! clectro- 
mechanical Design and Development 


GALE DOROTHEA 
37-61 85th St., Jackson Heights, L. I. 
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Display In England 


By EDWARD STUART* 
Central Publicity Manager, Lewis's, Ltd., Liverpool, England 


am going to say one or two things which — merchandise but in itself quite the wrong 
you many think are very obvious, but | way to start, for one must know the prin 
am doing this deliberately because I am ciples of art and have a very definite crea 
of the opinion that now and again it is a tive mind in the first case. 
very good idea to go back and revise some I used to believe that everyone with 
of the things we take for granted so often normal brain could be trained to do any 
in our professional lite We should oc thing. I used to argue that it was quit 
casionally be made conscious of the basic — pointless for someone with what is called a 
and fundamental points which govern our gift to go to an art school, for obviously, | 
business at every branch. In trying to do — said, he would emerge no better than when 
this, | hope you will not find me too tedious he went in; the last few vears have per 
I want to say a word first of all about the  suaded me to change my mind completely 
type of person that we should encourage in this matter. I am now quite sure that 
into the display business. So many people, there are a number of people trying to do 
unfortunately, have just drifted in, consid an artistic job of work who, quite frankly, 
ering that to be a displayman is to have would be better advised to leave it alone 
Just another job Nothing could be more — and try something else. There is no doubt 
wrong. So many people start with no idea whatever in my mind now that we = are 
that their ultimate position would be one — classed into different groups; one has a me 
demanding artistic ability, and, in tact, com- chanical mind, an artistic mind, or perhaps 
menced their careers behind the counter a mind for figures; thus only the people that 


a very good thing in a way tor one learned have a natural aptitude for art should con 


the value of merchandise and how to handle tinue in the display business if they want 
= to rise to the top of their profession. 
\ ldress delivered at a meeting of the is — 
Mcchaivaccs cask as ae I should say that the difference between a 


—"Well, 














now that we're all through, we won't have to think about putting up Christmas 
decorations for another year. . .""— 
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reer and a job 1s something like the dit- 

rence between a 40 hour week and a 60 

uur week, and I say to you with as much 

irnestness as I can that you will be very 
ell advised to plunge without hesitation 
all for the 60 hours. It is false reason- 

g to suppose you will get more out of life 

e other way. There is nothing—absolutely 

thing—in life that can compare with the 

itisfaction that comes of being master in a 
reative craft. 

Mind you, I’m not saying that others who 
re not so well fitted for a career in art 

ould discontinue their art studies, because 

think it is a good thing for people in all 
alks of life to have an art appreciation. 
Obviously the more people who have a 
knowledge of art the more sympathy there 

ill be towards the business generally. 

Having said a word or two about the na- 
tural aptitude and enthusiasm necessary to 
be a good display or advertising man, per- 
haps I should mention that tact also is a 
necessary attribute. As you very well know, 
there are snags in our job from morn till 
ight and if we are to get everything we 
want from our clients or our employers or 
irom the people generally with whom we 
have to deal, tact 1s perhaps just as neces 
sary as enthusiasm and artistic training. 

I would like to say I feel very strongly 
about this right attitude of mind towards 
one’s job. You can not buy enthusiasm; if 
you have no natural enthusiasm for your 
job leave it alone and try something else. 
The man who is going to succeed is the one 
who is always on his toes for ideas, he 
doesn’t need pushing, in fact, he never has 
a moment to spare; he is fearless in experi 
ment, always ready to try something new, 
and generally speaking right on top of his 
job. On the other hand, vou can take my 
word for it that there are millions of people 

this world who are forever seeking eter- 
nity and don't know how to spend a wet 
Saturday afternoon without getting bored. 

Whilst I’m still on the subject ot per- 
sonnel, may I turn for a moment for one or 
two words on people who control display 
and display artists. It has been my good 
fortune and happy experience to work with 
an enlightened management all my _ life: 
people who are prepared, and in fact only 
too pleased, to encourage experiment in dis 
play, who are ready to listen to new ideas, 
ven though some of them I can assure you 
have been half-crazy ones. However, | have 

iticed a marked tendency for dutlness to 
reep into the display business when trading 
mditions are difficult. This is due | am 
lite sure to a lack of toresight on the part 

the people who buy advertising and dis- 
lay. For some unaccountable reason thes 
el it is their duty to direct operations 
hen there 1s a slump and consequently 
ey do the last thing they would wish to 

by reflecting the tone of the slump in 
cir windows and their advertisements. 

I have found that there is all too often 
it enough attention given to being sure that 
¢ man appointed as a display or publicity 

ecutive has a creative mind. This is very 
rong | think because the whole essence of 
splay is one of creation. If the man at 

top hasn't got the necessary qualifica- 
ms, then obviously the result of his de- 
rtment’s work will be uninspired 


If new blood needs infusing into the dis- 
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A Constant Source or 
UNUSUAL DISPLAYS 





DI-LON not only furnishes the answer to new 
and arresting backgrounds, panels and other display units—BUT 
it stimulates new creative ideas for any good decorator. So many 
unusual effects are possible with DI-LON. Whether the design 
desired is conservatively period or daringly modern, there are 
DI-LON patterns that free the decorator for the development of 
his ideas. DI-LON offers authentic reproductions of wood grains, 
marbles, leathers, raffias and other unusual patterns. It is wash- 
able and sunfast. Every decorator should have a few rolls of 
DI-LON always handy. 


Me . .. write for samples and nearest source of supply. 
DEMO “" , ane 






THE DI-NOC COMPANY + 1700 London Road + CLEVELAND 12, OHIO 














JOBBERS 


USE THE | We specialize in high quality, low price, women's and 
children's 


EXCHANGE For particulars write 


Royal Mannequin Corporation 








For any WANT AD purpose: 256 Wallabout Street Brooklyn 6, N. Y. 
POSITION WANTED 
POSITION VACANT PRICE CARD and 







DISPLAY CARD HOLDERS 










USED DISPLAY EQUIPMENT FOR SALE SS. WINDOW TRIMMER'S TOOL 
ye] = SNAP-IN TAG NEEDLES 
REPRESENTATIVES WANTED Sy 


U. S. Pat. No. 241617 
Threads with your eyes shut 
Write for Illustrated Price List 
on Our Sales Help and Time Savers. 
RUDOLF ORTHWINE CORP. 
503 W. 33rd St., New York 1, WN. Y. 


WA 
we 


EN 


$3.00 Per Column Inch CASH WITH ORDER 
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play business, my suggestion is that the 
° trade press is not the place to find it for 
Personalit only a change round of people already in 

y the business will be the result. The best 


way to obtain results is to get hold of young 


P LU S$ people with bright ideas and imagination 
who have a leaning towards the arts and 

train them 

Phere is, | am glad to notice, a new and 
very healthy spirit in the relations of dis- 
play personnel with management nowadays, 
and | think this is mainly because the right 
type of enthusiastic person 1s being re 
cruited 

\s I see it, display falls into two separate, 
but very closely allied subjects art on the 
one hand and selling on the other. 

In the case of art, it is necessary to estab 
lish the point right away that display 1s un 
questionably a form of art because subject 


matter can not be conceived without form, 





and form likewise can not exist without ma 





30" high terial content; obviously display 1s no ex 


ception to this rule. In so far as display 1s 

$] 7-50 Ca. architectural in its main conception, it de 

mands consideration as a full-blooded art 

orm —''Good from any angle’ was the title of this 

display, and M. E. Calbert, display director for 

Oppenheim's, Jackson, Mich., reports that it 
was indeed a crowd stopper— 





Jobbers write 
for special 


offer. \s far as selling 1s concerned, 1t 1s an 


important tool of a displayman’s trade to 
Full round Bunny. Papier Mache know the value of merchandise and to keep 
finished in lusterous white flock with right in front of his mind the fact that his 


highlights in pink. 





basic job is to sell merchandise and not his 


own skill and ingenuity Phis must be used : : ; 
signer. From the point of view of technique 


“55° « only as a means to th nd : 
William Wiese Studi 1 i i Ca ) 1e ¢ t there Lore, the displayman must be as versa 
0 It is my intention to draw a connection tiJe as he is ingenious 
between these two main subjects, and in the 


7014 Garden St. Houston 17, Texas rey 


But that 1s only half of the = story He 
light of our findings show vou how the com 





must know a great deal about selling, for 





bination of the two takes its place in the : . 
: ‘ here surely is the main concern of all dis 


scheme of sales promotion 





playmen. He must know the nature of met 
] } . e < q ° ; 
Very well then, let us find what is required — ¢handise. the occasion, to make sure there 


Visit Our New York of the competent displayman so that we are no incongruity of time and _ place. 
verfectly clear about how he can ensure a 1 . ; ; 

1 1] He must know and this indeed is very 

standard of excellence in every display he 


And Cin innati | iImportant—about the policy of his store. The 
” , ae | plit this int shop window is a mirror of the organization 

ere dagalll propose to spl S Ito 

Show Rooms. } 


quired for the art side, and the technical 


; and it is of first importance that it should 
parts the technical knowledge re 3 ‘ 
reflect the policy of the firm 


ERR Oe ES He should know the volume of each de 


1 Q ju dl ; : 
sd oP partment, the relation of the window or the 


, ] ] 1 > O ) 
Now let me make the point right out that stand to that volume and the type of peopl 


for whom the store caters In the case ot 


See our magnificent Cruise, 


ere should be no room in the world of dis 
large stores, he must see that this display 


Valentine and Spring displays play for the amateur so-called Display is 


does not contradict any other form of pub 


a profession and, as I mentioned in) my 
of foliage and flowers. We're saanian remarks. onlv. people who have ‘the licity when a whole campaign for sales pro 


i proper training in art should) stay in_ thr motion is being launched. Otherwise con 
conveniently located at 500 i, a | 7 fusion would be created in the mind of the 
Fifth Ave., (lower level) at \ display artist must obviously be an ex public which. ts, o should be, in constant 


touch with the advertisements in the press 


, pert in the handling o verchandise, but as , : 
42nd St., New York. ive as ; slits “ ' : posters, (radio in America) as well as with 































that he must be conversant with the 
| yhblems at possibilities of lighting in all the window display or the exhibition stand 
even to a thorough knowledge ot Finall the displayman should know. th 
: stage Tiehting. He must be expert m9 Vartous trem ; mpetition and what. the 
Masus ache rh. 4 ind know how to deal | primary sour of style are doing. It 1s the 
Flowers-Foliage cccenltae Lena Hie cua haan: alr alae in to boil these factor 
e widest contrast. so that color is his down and present them to the public in the 
servant al t his master He should course ot his worl 

Possess a @ od knowledge ot drawing, or at (On the matter ot psychology, too, the dis 
least a sound proficiency in perspective playman must be very much on his toes. As 
DISBLA he must also have as an essential = display appeals primarily to the emotions 
his trad a working knowledge of | and subconscious mind of the viewers it 1s 
CORPORATION ost forms of activation and animation and particularly important that the display artist 
140 WEST FOURTH ST. it results can be achieved by the should know how to use this knowledge. It 
Cincinnati 2. Ohio gauzes, mirrors and other tricks of is sometimes necessary to flatter the public 
HOME OFFICE - FACTORY 101 Moreover, and in recent vears this discreetly It is alwavs necessary to have 
is steadily grown more important, a at one’s finger tips every honest trick whicl 
ugh knowledge of the potentialities ot is known to salesmen to make the publi 

sound is demanded from the display de buy the goods displaved. But mark you 

, 
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an | this is very important indeed — the dis 
pl.yman must be ever conscious of the pit 
fa! of misrepresenting the merchandise o1 
misleading the public. Like other people in 
pudlic positions he should be always aware 


that he holds a very responsible office 
laving tried to point out what the dis 
playman should know, let me endeaver to 
show you how the displays of this wonder 
fully clever individual are going to bring in 





more sales 





rst and toremost, display plays an im 


portant role in the public relations between one-h, yy / 
the trader and the buyer, for it ts the closest 
link between traders and the public at every 
level of commerce. It tells the public what TAC KER 


kind of store it is dealing with, what. the 





sells and what it aspires to be It is 
a vreat prestige builder, which can tell the 
public not only the firm’s policy but also its 


A bonus of several hours of free work each 
week! That's what your Hansen Tacker 
gives you, because it gets so much more 
work done. Drives tacks or staples firmly, 
accurately — fast as you can grip the 
handle. Hold the tacker in one hand, 
your work in the other. 


dition. In other words the windows are 
very fact of the retailers’ and whole 
salers’ business; the passerby forms his 
udgment of the store and the merchandise 


rom the impression he gets by looking at 




















the windows. Secondly, display gives aes The ideal tool for sign and display work 
abe thetic and valid expression to the “sense Use it for mounting crepe paper and cor- 
os SAE “Git Semen ROI ARS: EAMG 28 to Say, ee rugated board window dressing, for at- 
ir tor , c OF, we 4 iy s 
at it play presents the merchandise in the at taching merchandise to display cards, for 
sphere which its particular character de hanging posters, attaching easels to 
ands. “Thirdly, display appeals to the counter cards, etc. Holds scores of tack- 
group spirit of the people intending to buy, points at one loading. Drives through 
by being neither above nor below their gen hard wood or thin metal. Its very first trial 
eral level of culture and thereby it can wi vi 
que ill convince you. 
rsa irouse the emotions, create new desires and 
eive an added impetus to the urge to buy 
l 
He However, in addition to boosting sales, 5041 RAVENSWOOD AVE. 
fo lisplay offers great opportunities tor creat CHICAGO 4O ILL. 
li ing new sales openings. It can, for example, 
dis 
nerease the volume of related sales by as 
mel ; - 
clating let us say shirts, ties and hand 
there ‘ 


kerchiets in the same stand or window. 
\S a means. ot expediting thre flow ot 


rchandise, display is) most economical ee ahs = \ 

Be D Cicr ant ele acce oe | Sl SAMY DOZENS OF CRYSTAL SHAPES 

ation paid for in terms of rent; consequently the 

ould y expense it incurs is limited to the re '~- = OFFERING UNLIMITED 
juirements tor making the best use of this rf _ ’ 

1 de ivallable SPace Finally, display Call pel = } .: : é + DISPLAY POSSIBILITIES! 

r the form a psychological function in the store  _,... ae Ro . 












cople ir exhibition. 

se Ol Not only does it promote sales directly but 

splay o indirectly, for display is an effective What else offers the brilliant display 
pub neans of decoration which can enhance. the variety that glass gives you? Infinite 
pro mMpearance ot the store and make It a novel effects can be created in your 
F = a me to sh pin sos a . presentations by using these beautiful 
atest hs as Wi nisy se : : = nae ng crystal shapes made by skilled Dunbar 

ance of displa is a medium ot publi ’ 
ress so eetatge Wey ; ; ; craltsmen. 
, £€0 US and tind out What display 
with ins to the buver. to the trader and to the Why not keep a supply of sparkling 
tand ist himself. Dunbar crystal shapes always on hand 
v the ro the public, display obviously 1s an in for constant or intermittent use? Each 
t the mant, something that tells what is be ing one suggests a novel and original use 
ice sap oe bias Sed = gg eee ve for showing a wide variety of mer- 
a the ears Pere a es RRR CO Spb ies € chandise in a vivid, attention-provoking 
interesting and desirable, and finally aaceeaenin 

dis t is an educator which is endeavoring to 

s. AS ld the taste of the public that passes by 

IONS o the trader, whether he be wholesaler or Write today for Dunbar’s free brochure 32 and 

it 1s uler, display 1s above all a means of in price list on Display Glassware. Prepared es- 

artist asing selling opportunities Since dis pecially for the display industry. 
ve. It ved goods can generally draw attention 

yublic themselves, display obviously builds large D, nile BCOov is Ce bopaltOn 

have liences if it 1s well done and so provides FLL. PE LO 
whicl th selling staff (if the display is internal) — wae Ts 
yublic h more people stopping to look and to DUNBAR: WEST VIRGINIA 
ou thus shopping becomes speedier. More 


NEW YORK CHICAGO CLEVELAND LOS ANGELES 
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over, and trom the trader’s point of view 
this is important, display or visual me 
chandising enjoys the advantage of dire 
sales. By that I mean that when the pub 
sees something displayed it is surely tempt 
to buy that instead of the cne it does not 
see. This means that the trader has t 


Now Available—the Newest Advance 


in Salon Metal Furniture in a Decade! 


chance of attracting attention to the goo 


Df 


A Complete Selection of Chairs, 

ettees and Gang Chairs i . . . 
Settees anc Gs & me = logically this attraction does not stop at the 
Custom-Satin Finish RoyaALCHROME. window but goes right through to the point 

For fuller information for your : of-sale. 

stores, write Royal Metal I think at this point I should lay emphasi 
Manufacturing Company, on something which is vitally important 
175 F North Michigan Phough the designer's skill should always 
Avenue, Chicago 1. ke capable of arresting attention, let me 


he wishes to sell in preference to others, and 


s 


mnake the point with emphasis that it is the 
article itself which is the final factor 


making a sale for the most skillful displa 
man; im fact, the soundest sales talk, 1f it 
comes to that will never sell poor me rcha 
ise 

From the artist's point of view, obvious 
it is his livelihod, but that consideration 
apart it means working in an artistic med 
ium that can give satisfaction to the whole 
community. He must satisfy both the trader 
and the buyer, and as his work is continually 
under the critical eye of all these people 
and in fact, the whole population of the city 
or town where he works he is obviously 
stirred to greater heights than artists who 
work in other mediums enjoy. Not only does 
the display artist work in three dimensions 
but he works with a fourth dimension, too, 
for the dimension of time is a very import 
ant factor with a displayman. He has to 
consider that it 1s only through time that 
he can have a toolproof record of whether 








one type of display pays or not. From the 





artist's point of view display means an art, 
which, while fulfilling its commercial pur 
Now Available Shs pose, knows no limits to the extent of its 
; developments, and to the scope of ingenuity 
Write today for and experiment that is possible in the purely 
the newest designs formal and aesthetic fields 

I think no talk on sales promotion would 





in Plastic Displayers 














Catalog DW/72P have found right through my _ life 
Wig Style Chart 
DE W- Wyo wes dure. is that nothing sp ge be more wrong. When 
© i. methods and I discovered to my entire sat 
‘ istaction that for brains and virility, tor 
j= | singleness of purpose and pride of. cratt, 
SE America in our business are held down by 
USE THE Britishers and for the most part by Scots 
men. 


eee be complete without some reference to com 

1950 5 Oy Poe oe parisons between Britain and America. | 
: i that 

\merican advertising and display is con 

sidered to be better than British. My view 

OF \ Dot Williams, president I was over there made a special study ot 
498 Seventh Avenue, New York 18 \merican advertising, publicity and display 

Britain leads the world. In actual fact, my) 

experience was that most of the big jobs in 

The big difference as I saw it is. that 

EXCHANGE American display and advertising is de 


sili ‘ signed on a broader basis and their display 
For end WANT AD purpose: pieces are Mass produced more than ours 
> This has two obvious results. (1) By having 
Write your local jobber today ss pb a very large circulation more money can be 
for your copy. ee _ i wow annnied : spent on the initial design because, pro rata, 
USED DISPLAY EQUIPMENT it works out cheaper. But (2) by having too 
FOR SALE many prototypes surely the whole essence ot 
display creation 1s being destroved. Ind 


f 


MULTI-FIT WIG CO. REPRESENTATIVES WANTED siduiteds ie the wale coak ak eae hee 


$3.00 Per Column Inch and if we are to lose it we might as we 


35 West 36th St., New York, N. Y. pack up 
CASH WITH ORDER 1 . : 
In conclusion, I want to be very serious 


for a few moments ] have deliberately 





























me 
direct 
public 
mpted 


po t 


phasis 
yrtant 


ilwavs 


fOr In 
spla 
. a oH 
rchat 


1OUsS 

ration 
med 
whole 
trader 
nually 
ple 

le CIt\ 
1ously 
s who 
\ does 
nsions 
1, too, 
nport 
las to 
e that 
hether 
m_ the 
in art, 
| pur 
Ol its 
enuity 


pure ly 


would 
» COM 
ca. | 

that 
con- 
y view 
When 
idy otf 
splay 
e Sat- 
y, for 
cralt, 
ct, my 
obs in 
wn by 
Scots- 


s that 
Ss de 
lisplay 
ours 
laving 
‘an be 
» rata, 


ng too 


s 
f 








DECEMBER, 1949 


ged my talk so that it will finish on a 
ous note, and I would like vou to take 
ne with you the thought that we as a 
display association are not doing our job 
properly so far as our own city is concerned 
don't misunderstand me; I think the win 
ws in Liverpool are as good as any in the 


igdom, but surely display doesn't finish 


window dressing. My own chief, Lord 
wolton, recently criticized the city for 


ng dull and needing a coat of paint. How 
' 


ht he was! With all the emphasis I can 
mmon [| implore you to make your pres 


s 


ence felt in the city, not only in your own 
ice of business but also in your homes 


d vour friends’ homes. Let us, for in 
ince, have some bright window-boxes 
out the place. \nd let us encourage 


eryvone we know to be more conscious of 
iking his own corner of the city brighter. 
\s for our public buildings and monu- 
ents, | think it is an obvious duty of this 
ssociation to use every means in its power 
constantly point out to the people re- 
ponsible that we consider it a disgraceful 
ing that nothing has been done to remove 


e dirt and filth which has been allowed to 
iccumulate over the vears 
If a shop window mirrors the policy of its 
rganization, then how much more, surely, 
f its 


the appearance of a city the mirror « 
nhabitants. I do not believe we are quit 
dull as our city indicates 

Let us go away from here tonight deter- 
ined that we will do everything we can 


make the city a fit place to live in, for 


e heroes of the blitz which left us this 
LaACV. 
Let us write Liverpol across the world as 


i place of gaiety, cleanliness and brightness 


Six-Story Building 
Bought By Shur-Nuff 


Shur-Nuff, Inc.. Minneapolis manufacture 
d distributor of store equipment and dis 
iy fixtures, has purchased the = six-story 
building at 322-324 First avenue, North, 
m the Twin City Fixture Exchange, to 
eether with that firm’s stock, and will move 
its new home about January 1. 
Lou Chernoff ot the firm, membership of 
hich consists of himself together with Sam 
ind) Shirley Chernoff, in) announcing — the 
irchase stated that in addition to con 
tinuing and enlarging its present scope of 
peration in the field 
Shur-Nuff, Inc. will continue the used of 
e and store equipment business of Twin 


t new equipment, 


City Fixture Exchange; Sam Schein, for 
5 years with Twin City Fixture, continues 
charge of that part of the Shur-Nuff 
ISiNess. 
Phe building provides 35,000 square feet 


lern- 


space, and is heing completely mo 
d at this time. 


Silvestri Art Receives 
Newspaper Write-Up 


\ full page of text and pictures in the 
hicago Tribune for December 1 was given 


ver to the work of Silvestri Art Mfg 
mopany, 710 Washington boulevard, Chi 
igo. The article dealt with various dis 


ay projects the company has produced, in- 
uding the giant reindeer used for the past 
tvo Christmas seasons along State street 
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MILLER’S DISPLAY FIXTURES, LTD. 





1442 PEEL STREET MONTREAL, QUEBEC 


MR. |. MILLER, exclusive Korrect-Way distributor 














a 


We pause at this time to reflect on our good 
fortune in having so many loyal friends in the 
display field and to you, one and all, we extend 
our sincerest best wishes for a very Merry 


Christmas and a most Joyous New Year. 


Victor Haida Displays Inc. 


149 West 24th St. New York City || 
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ys lw , Gi ass Your 4 


Whaterials for Spring ! Column 2 


noe vas a colleague at that time and will be 


VW ; nieghty glad to hear from him.” 
Wie ave enjove our magazine. but \s vou will see trom the above, | was a 
would like to see some ewelt displavs in displayman al Macy's 1 did a short spell 
P . ¢ | 





1 wonder if at some future time if you 
lave a bit of space to spare you would put 
in a tew lines something to this effect: “/f 
this should catch the eve otf a displaym n 
who was on the staff of R. H. Macy & ( 

New York City, from 1915 to 1920 will 

please drop a line to the undersigned, who 








cluded in aé tuture editiol IX Verne at Stern Brothers, ditto Gimbel's ere joining 

7 Henry Birks & Sons, Winnipeg, Canada the USA Air Force in the first World War, 

— and on my discharge I re-joined Macy’s. 

S| LK I beg to thank you tor your reminder \t that time Mr. Rossiter was display man- 
about my subscription being duc | have ager, Mr. Powers first man, and there was a 


AND handed your invoice to my bankers, who Mr. W. Nettum who left to go into opera 
will attend to same; in tact, | understand (vou mentioned this colleague in one of the 
1 will be re- issues of DISPLAY WORLD this year 


r they did so last Saturday, so you 
4d ceiving my cheque any time now under the “Reminiscing” column headline) 
[ find DISPLAY WORLD a big help and There was also Arch Kreiger, Denny Row 
d especially when [ tell den, Bunny Rowden, Hughie Charlton, 


certainly interesting, 


99 vou that [ ha In My possession a copy of Malet, Parks, “Pop” Winters the fixture Ze 
Merchants Record and Show Window dating man, Kraus and one or two others who ia 
hack to 1919 made up the happy gang. I should like to 
Write to us for sample packets of 
these two stunning new Spun Glass DISPLAY PARADE 
materials. 00% fireproof and NO. 126. .. - BY TUPPER 


non-irritating. 
f CS 

RADIANT tip 
Ng I, 


GLASS FIBERS CO. 


11 W. 29th Street, 
New York City |, N.Y. 












ATTENDED THE UNIVERSITY OF | 
CHICAGO FOR ONE YEAR AND THE 
ART INSTITUTE FOR THREE, GRAD- 
| UATING WITH A BACHELOR OF FINE 

1 ARTS DEGREE. RECEIVING A SCHOLAR- 
ih SHIP.SHE STUDIED PAINTING € FRENCH 


ps, 


See: 














The Modern Display Trend 
is to LIGHTED MOTION 





Kasson Model "712" 
olo0-Sho 


ELECTRIC TURNTABLES 















MODEL “m1 Boro SHO’s two way. built AT LECOLE DES BEAUX:ARTS ae, 
in electric ouet permits novel, self-con -_ 
tained lighting effects by means of sliding FONTAINBLEAU, FRANCE. WAS a “i 
contacts, as well as operation of electric MARRIED ON HER RETURN HOM € 
devices while the turntable revolves three ' 
times a minute——Lights turn with the table! STARTED DISPLAY WORK iv 
There's nothing like ‘712’ to revolutionize MARSHALL FIELD &CO.CHICAGO; 
your window trim and make passersby AS DESIGNER WHEN HUSBAND 
’ 


buy! Sturdy, steel construction, guaranteed, , 


it carries up to 200 Ibs. 18" diameter turn- WENT TO WAR. THREE YRS.LATER DISPLAY DIRECTOR 
table. Allover height just 7”. A.C. only. THEY MOVED T0 FLORIDA. IN MAAS BROTHERS ‘TAMPA, FLORIDA 


complet BOLO PRODUCTS temsaben cane CHARGE OF ALLDISPLAY ATMAAS HOBBY:THEIRNEW HOME, ARAMBLING, 
SCORN BROTHERS, INCLUDING GFLOORS RANCH-TYPE HOUSE ON SNELL ISLAND. 
Dept. ©, 262 Mott St., New York 12, N. Y. AND 28 WINDOWS. BUSY WITH INT. DECORATING, COOKING 
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f you r from a few of them... H. Y. God 
ld put iry, 6 Hooton Road, Aintree, Liverpool 9, 
t: “If land. 
lyman ! ; 
4 don't think I wrote you about taking a 
ill vy of DISPLAY WORLD to the Japanes« 
who ice station to show some police officials, 
eo » are friends of mine, what the editor 
the magazine look like. (It was the 
© about your new offices and plant.) 
WaS a : : 
pel lliey were most interested, because they 
rar nt to learn as much about America as 
W they can and there are few magazines in 
sac Japanese printed in America for circulation 
ac = : 
" here. The few who can read English 
la ; 
as a sort of relay station, passing the 
Was a ; 
id word on. 
opera ‘ Pe 
rar hey were most impressed, I think, by the 
) ile » ® a 
ness of the displays and the stores, and 
year ° 7 
iin the good clothing. In the photograph 
e) ae : ‘ ; 
“et vour office they noticed every detail, and 
LOW . . i . . 
le me of their comments are amusing. Afte1 
On, . 
mmenting favorably on your clothing 
ixture aa! ‘ 
ev got to the details of your desk and I 
who : : ; pi ee 
ke ¢ id to explain what the magazine “dummy 
nv ¢ ) 
was, that you smoked too much (they mat 
velled that you could afford both the cloth 
and cigarettes), and they remarked that 
ER u must be pious to have a small carved 
Buddha as a paperweight Next they 
— ked why there were no flowers on your 
sk, the floral arrangement being part of 
office and even the police station in | 2 
Japan. I told them that vou had books in 
fine case not seen in the photograph and 1 — 
‘. that vou had some pictures on the walls: ? 4 BU K e eo}: 440 
ey said that and the nice clothing made . 
for the lack of flowers . ° 2 ° : O O d b ° 
They were amazed at the size of the Santa — 
laus display used by Foley’s—the one 
| vhere the reindeer and the sleigh = stretch 
ross the whole facade of the building and 
re is a large wreath and the Houston 
line The looked Tor displays from 
Orient in the magazine and on. not 
ling any they said that the poverty of 
t Japanese stores kept them from making 
, mparable displays. I was amused to se 
hi that these men, as they turned the pages, 
rried past the advertisements showing 
le mannequins; in facet they even looked 
itiously and almost surreptitiously at 
res ahead so they could avoid such ads 
( were particularly impressed by the 
iuty of DISPLAY WORLD ’s cover. Just 
more comment in conclusion: When 
came to the photograph of you and the 
ry] : . Py » 
play director of Lucien Lelong being 
ved cocktails by French can-can girls at TRIPLET DISPLAY SET 
long’s party last June they wanted to 
mw if they were geisha girls I told PER SET OF 3 LIFE SIZE 
m 1 didn’t quite know Pyt. Reis R. LIFE COLOR 
o sh, 720th MP Btn., Tokyo, Japan 
: + CHECK WITH ORDER PLEASE 
I our November, 1949, issue of DIS 
as a ee LESS GLASS JOBBERS INQUIRIES INVITED 
VY WORLD, the article on rug display 
Hutzler Brothers Company in Baltimore, 
Ss ) augl ferel was mad 
We SS | DIRECT SALES CO. wave: ae 
the display director as Mr Ay V1 ¢ e BROOKLYN 30, N. ¥. 
Wey 
For your records in the future, the unde 
ned contributed the rug article for your 
gazine to Miss Waugh and has held the USE THE Give SOUND to your Displays 
ition of display superintendent, or di OPPORTUNITY EXCHANGE XMAS EASTER All Year "Round 
tor as vour magazine uses the. title. For any WANT AD purpose: ’ ’ : 
ce Mr. MeCauley’s promotion to store POSITION WANTED POSITION VACANT Send us your ideas, we will make — 
oe = F SALE recordings to suit your needs and pocketbook. 
= oo eae i te aa USED DISPLAY EQUIPMENT FOR : ECORDINGS 
; gn pserapeielier oes ; REPRESENTATIVES WANTED FIDELITY R . 
mas EK. Schenkel, display superintendent, $3.00 Per Column Inch CASH WITH ORDER Wurlitzer Bldg. Cincinnati 2, Ohio 
tzler Brothers Company, Baltimor: 
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LOOKING FOR 
A CAREER 
InN eee 





New Classes 
Being Formed 


Build a career in this well paying, uncrowded 
/ profession 
ming and interior display. Study under out- 
standing factulty. Practice in full length windows 


CURRICULUM 

Cloth, Crepe Paper and Painted Backgrounds, 
Drug Windows, Men's Wear, Children's Wear, 
Women's Ready to Wear and Specialties, Small 
Wares, Window Design, Mannequin Draping, 
Interior Display, Lighting, Show Card Writing, 
Silk Screen, Papier Mache Fabrication, Prop 
Construction 


FACULTY 
MARC BIELER, Bonwit Teller 
ELWOOD R. SULOFF, Penn State College 
ARTHUR GLICK, Formerly A. S. Beck Shoes 
CHARLES M. LENNOX, Lennox-Passmore Co 
WILLIAM McBLAINE, Browning-King Co 
CHARLES A. NUGENT, The Blum Store 
JOHN P. O’NEILL, Chain Store Consultant 
MARGARET LUNDBERG, Academy of Fine Arts 
JOSEPH MAIDA, Phila. School Industrial Art 
WILLIAM B. MURROW, University of Penna 
JAMES FER, Strawbridge & Clothier 


@ Approved for Veteran Training 
@ Free Placement Service — over 85% of gradu- 
ates placed in well paying positions 


“The Nations Center for Display Education” 


NATIONAL 
DISPLAY 
INSTITUTE 


SCHOOL OF 
WINDOW DISPLAY 





617 CHESTNUT ST., PHILA. 6, PA. 


Write for Descriptive Booklet 











USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 


USED EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
J 


$3.00 Per Column Inch CASH WITH ORDER 











Learn every phase of window trim- ‘ 


DISPLAY WORLD 


Robot Head Makes Possible 
After-Hours Buying 


“Now displaymen can measure the direct 
merchandising pull of their windows and 
merchants can open new untapped channels 
for sales And, it’s all possible with ‘Tell 
It-To, a sensational new 
turing impulse sales on-the-spot at the win- 
dow display,” states the L. A. Darling 
Bronson, Mich. 


This new 


means of cap- 


Company, 
merchandising aid consists of 
a microphone in an aluminum head which 


] 


mounts on the store window and hooks up 


with a recording unit in the window. The 


method of operation is simple: The = cus- 
tomer drops a 25¢ coin in the slot, thus ac 
tivating the recording unit, speaks into the 


“ear” of the head, gives her order, name, 


address, ete. Each morning the store plays 
back the tape recording, takes off orders for 
filling and delivery, and returns the cus 
tomer’s 25¢ with the merchandis« 

This invention is now in full scale pro 
duction in the factories of L. A 


Company. The entire set-up is well 


Darling 


planned, engineered and tested to make all 


phases of installation, operation and cus- 


tomer participation simple. understandable 
1 fool proot 


Fhe “Tell-It-To’ 


ing has 


alle 
method of merchandis 
keen interest) in 


alre ady aroused 


retail circles, and many of the largest stores 


in the country are installing the units and 
planning special promotions. 
“Tell-It-To” is not an untried 
medium, but has been in actual operation 
for over a year in the f Kilgore & 
Hurd, Detroit's Tests there 


proved that window interest increased seven 


selling 


window ¢ 


mens store. 





recorded order for some of the merchandise displayed in the window. 
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fold and many sales were made which her 
to-fore had been lost. 

These are some of the types of custome 
serviced by the “Tell-It-To” 
Darling points out: (1) 
Evening window shoppers; (2) day workers 
who can't shop during the day; (3) The too 
busy person who doesn't want to take time 
(4) transient shoppers 
who are in town for the evening and ne 


who can be 


order recorder, 


to go into the store; 


to purchase merchandise for themselves 
their families. 

Another 
Darling's 


special promotional feature 
“Tell-It-To” are 


which fit over the aluminum head and _ tie 


plastic masks 


up displays with seasonal attractions su 
as Christmas, Easter, Mother’s Day, Father's 
Day, Valentine's Day, and others, 


Hildreth Is Elected 
To Store Council 

K. Francis Hildreth, display 
J. N. Adam & Co., 


to the store’s council. He has been wit! 


director of 
Buffalo, has been elected 
\dam’s for the past six years, and pre- 
viously was with The May Company, Balti- 
more, Stern & Mann, Canton, Ohio, and The 
May Company, Cleveland. 








We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course. 











F 


—This is the ‘'Tell-lt-To'' in operation, as an after-hours shopper leaves an automatically 


A 25-cent piece 


motivates the mechanism and discourages those who are simply curious; the coin is returned to 


the purchaser when her order is delivered— 








1949 


nasks 
cd tie 
such 
ther's 


or of 
lected 
witl 
pre- 
Balti- 
1 The 


,D 
he 
on 
\a- 
1eS 
ral 
No 





sally 


iece 
d to 





CECEMBER, 1949 


DISPLAY'S PART IN LINDNER'S 


SELLING MACHINE 
[Continued from page 56] 

rful, modern decor is especially valuable 
is a selling aid for this particular type of 
merchandise. 

he bridal salon, consisting of a lounge 
al a series of fitting rooms, 1s decorated 
in a more formal style, with subdued blue- 
gray color scheme. Again display is sub- 
yrdinated to decor, although one or two 
gowns are displayed—but largely for sug- 
gestion, rather than for sale. The bridal 
salon is designed to handle all the details 

preparation for a wedding. Not only 
does it outfit the bride literally from head 

foot, but also members of the bridal 
party, complete to appropriate and matching 
bouquets. Sales people of the bridal salon 
even) serve as authorities on the myriad 
problems of etiquette which invariably arise 
in preparing for a wedding. Fitting rooms 
if this shop are connected by sliding panels. 
Normally they accomodate a small wedding 
party intimately, but when the fitting rooms 
ire connected a much larger party can be 
handled adequately. 

Qn the fourth floor, where junior apparel, 
children’s and infants’ wear and women's 
budget clothing are sold, emphasis is placed 
m) quantity assortments of stock, with dis 
lay limited to column and counter pro- 
tions and occasional shadow-boxes. Store 
fices and the cafeteria are located on the 
ith tloor. 
he display 


manager ot Lindner-Davis 
vas, until his resignation on November 30, 
Bowditch, previously with Wm. Fi 
ne’s Sons Company, Boston. His successor 


id not been 


weorge 
announced at press time. 
Guerrino de Cresie, who was with Polsky’s 
Store, before joing 


Department \kron, 


ndner-Davis, is assistant display manager. 
UNIVERSITY OPENS 
MERCHANDISING LAB 
[Continued from page 15) 
onsumers is dependent upon the ability 
sur distribution system (1) to carry this 
(| Oot 2) to 


nsumers with the goods and services that 


eoods to market, ( 


supply 


desire, (3) to transmit. to producers 


buyers’ needs and desires so that. the 
luctive mechanism can serve consume! 
ds, and (4) to stimulate sales) which 
rk and operate the entire economic 
chine. 


In this vital retailers are the 
il point. They are at the end of the line 


vhere goods and consumers meet. All roads 


pre ICess, 


| to the point-of-sale where consumer 
efforts 
off, and the sales-spark is touched off 


ts are realized, all marketing 


the whole scheme that feeds, clothes, 
employs us. 

1 short, then, by examining and focusing 
attention upon the retailer we can under- 
id not only the retailer’s functions and 


operations but we can examine = and 


} 


ly and evaluate the whole distribution 


cess. Is merchandise properly de 
ied?) Are stocks adequate and available ? 
sales efforts effective? Are prices and 
lities in keeping with market needs? 

Display your goods in use” is a cardinal 
ciple with displaymen 


goods were stuck behind counters and away 


The days when 


OIiSPLAY WORLD 


in bins is of necessity rapidly disappearing. 
Display is simply giving tangibility to ideas. 
If tangibility sells merchandise, perhaps it 
would work in the transterring of ideas. 
Laboratories have long been a basis of ed- 
ucation in the physical sciences. Studying, 
seeing, and doing in the laboratories bring 
more of the whole person into the educa- 
tional motivate the 


process. 


situation and entire 
As a tool of education, the laboratory has 
proved its worth. But its functions extend 
beyond that of a teaching apparatus. It is 
an incubator where new ideas are hatched, 
and as such has become a mile-post in 
the development of scientific knowledge 
Whether a sales and merchandising labora- 
tory will ever attain the position in the 
field of marketing that it has in that of 
science is doubtful. But more and more 
sales, advertising, and merchandising ideas 
are being formulated on the basis of ob- 
served facts pre-tested and put to work 
The laboratory, at any rate, is a teaching 
tool, a stimulating environment, and a mo- 
bilizer of teaching resources that never be 
tore were available to us. The sales and 
merchandising laboratory at the University 
of Akron is already proving its worth. At 
this time it 1s beginning to tax the staff. 
We are having to go beyond the text 
from 
rection, the requisites of “facts” 


questions are rushing in every di 
and “truth” 
are taking on a more demanding mien since 
we are now taced with the stern realities of 
actual merchandising situations. We. find, 
however, the = staff. like the 


most enthustasti 


students, are 
about this new venture 
In addition, our sponsors and cooperators 
have literally kecome co-workers and. as- 
sociates. 

The sales and merchandising laboratory, 
then, is a step toward better education in 
the commerce area. It is the first step in 
giving students a better understanding and 
surer knowledge of the social, economic and 
personal problems involved in the distribu 
tion of goods. Later we hope to see this 
laboratory approach further development un 
til it extends into your places of business 
\nd then, finally, that our work develops to 
such an extent that Akron business turns 
to the campus and to these tacilities to help 
sales) and 


solve its problems Phen. the 


merchandising laboratory will be doing its 
rob. 
We thank the 


whose assistance and faith have made this 


sponsors and contributors 


venture possible. Their names will) soon 
appear on a permanent plaque in our lab 
oratory. We hope we can live up to ow 


responsibilities and your hopes 


Cook's Window Wins 
Local Contest 

First prize in the 
held in) conjunction with = the 
Chest drive in’ Fort 


to J. M. 


local display contest 
Community 
Worth was awarded 


Cook, ot The Fair Store 


Advance Displays 
In New Location 

\lvin S. Josephson of Advance Displays, 
removal 
of the company to larger quarters at 1720 
Main 


types of window display as well as in man- 


Bridgeport, Conn., announces the 
street. The firm specializes in all 


nequin refinishing 
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FINEST 
CORRUGATE 


JOIN THE ] 
COLOR PARADE 
’'TenSHUN! Yes, it’s yours to com- 
mand with Corrodek. And attention 
you'll get, because Corrodek now offers 
the most brilliant colors ever made. . 
extra bright because they’re surface- 
coated with new-type pigments that 
give longer fade-proof life. Stronger 
fibers give a new super rigidity. Higher 
flutes increase tonal effects. Its uniform 
corrugations show no unsightly finger 

markings. 
Eyes RIGHT! Here’s a background 
material that truly is unsurpassed for 


brilliance, versatility, economy, or 
ease of installation. 






FREE OFFER. 
Write today for 
your free Color 
Guide and Sample 
Swatches. 


PAPER PRODUCTS CORPORATION 


Newton Upper Falls 64, Massachusetts 
LOS ANGELES + NEW YORK + CHICAGO 
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DIAMOND DUST — MICA 


Tinsels — Sands — Snow 
Wood Flakes—Chips—Kubes 


Also sell Rock Glass, Pearl Chips. 
Shells, ete. They give your displays 
color and effect. Good for creating 


unsurpassed scenes. Used by leading 
stores from coast to coast. Tear off 
coupon— paste on Post Card or letter. 








National Sawdust Co., Inc. 
65 N. 6th St., Brooklyn 11, N. Y. 


Please send FREE catalogue 
Name 
Address 


City & State 


~ SSBB Set ee eee eset esnanaes 
sBeeeseseseeeeeseeeeasaes 





Not many left of our 
brochure DW/68P on 


our Patina Forms. 





Write us today. 





DOWM iow duc. 


Dot Williams, president 
498 Seventh Avenue, New York 18 





nade f Displays 


are created by 
ALAN DAWSON & COMPANY 


Creative Displays of Natural Foliage 
GLEN WILLIAMS, ONT., CANADA 


Complete Department Store Series 
Decorative Trees — Rustic Arches to Specifica- 
tions — Specially Designed Units — Argentine 
Pampas Grass — Cones — Spruce and Scotch 

Pine Trees — All Natural Products 


Spray Painted — FLOCKED — Sparkled 
and Diamond Dusted 











FOR HOLIDAY DECORATIONS 


motion with low cost Skedoodle 








Pherr t | hers Many type ind sizes, 4 and 
| \ motor driven flashers and controls. Pr 
] Address 
* 
> : : eles 
MN 3055 River Road, River Grove, Illinois 
USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
$3.00 Per Column Inch CASH WITH ORDER 
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Management Representatives | 
Discuss Display Angles 


number of mteresting poimts concern 
ing display as seen by other execu 
tive branches ot the retail store were 


brought out in 


a Display Clinic held a short 


Calitornia Dis 


time ago by the Southern 
play Clab, Los Aneeles Conducted along 
question and answer lines, the Clinic had 
for its moderator Stanley oo Thompson, dis 
play director ot The May Company, Los 
\ngeles i president of the Southern 
Calitormia Display Club. The rephes wer 
entirely spontaneous 

Management members of — the panel 
were: Irving Alexander, publicity director, 
Milliros James) Brewer, superintendent, 
Broadwa Department Stores: Robert Cal 
vin, merchandise manager, Haggarty’s: 
Dennis Gless, sales manager, Desmond's ; 
Fed Rathbun, representing small © store 
owners, Rathbun's, North Hollywood; Sam 
Shaffer, controller, The May Company 
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\sking the questions for display were 


Paul Smith, J. W. Robinson & Co.; Roger 
Pickett, Rathbun’s; Ernest Nardini, The 
Broadway; Harold Kelly, Desmond's; At 
thony Golff, Milliron’s, and Frank Acket 
man, Western Display 


management's feel 


What are 


ings about coordinating window display, 1 


l ue stion 


terior display, and advertising 


\nswer: (Irving Alexander, publicity di 
rector, Milliron’s) 
—James Brewer, store superintendent, The 


Broadway Stores, is the speaker in the photo- 
graph above. . . . Left to right, Irving Alex- 
ander, Robert Calvin, Dennis Gless, Ted 
Rathbun, Sam Shaffer, Stanley Thompson, and 
Brewer. Below, Robert Calvin, merchan- 
dise manager, Haggarty's, at the mike. .. . 
Left to right, Ernest Nardini, Lee B. Kuhn, 
Roger Pickett, Paul Smith, Harold Kelly, An- 
thony Golff, and Frank Ackerman— 
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Management universally likes very much 
see advertising, window display, and the 

st wrapped up in a neat and pretty pack 
He knows the value of it, but there is 

vays a hitch. Too frequently I find that 
inagement in his great ambition to have 
windows immediately reflect everything 

it is done through reading the news 
pers, specifically expects the window dis 
iyman to be more than a wizard. He runs 
great coat sale suddenly over night, he 
rusts it upon the advertising department 
d zingo! the very next day, he expects 

e window display department to tear out 
that one beautiful main window, toss in that 
particular sale, and of course in desperate 
effort to do so, you find that your entire 





irmony of the window front is often dis 
rupted. It happens time and time again, 


~ nd I think management should realize that 
=e good window display job of necessity 
takes time. That doesn’t mean that a win 


ow displayman or woman can't be flexible 
ea nd can't be versatile 

I think that one function of the stores 

should be literally to set aside certain prom- 

5 inent windows that can be quick-change 

windows and others that should live for its 

fair duration. It is not just to install that 








ery time-taking window, such as_ small 
lectrical appliances or accessory window 
vhich took a great deal of time, that 1s sup 
posed to be in for a week or ten days, when 





ing! tomorrow out it comes for that red 











W ¢ 
pins ot promotion that the merchandise man elf 
The just called in from the East. Certainly a co U SER " : e}: ® 
- Ay irdinated effort is in order, and we all want 
\cke1 t. I think one fault of the store is that too . ‘ : spines 
requently the display department is not . 
a had ept completely informed of coming tuture 
re events Oh ves, they know that the anni 


ersary sale is breaking at a certain dat Replace Your Old Faded Wigs With Bruno's 


nd they set up all their props for that ver) 


autiful promotion, but too often, I am 

fraid, the display department 1s not in 2 

The rmed through the proper channels soon 

10to- nough on a_particular important event r 

Alex- ibout to take place. It can be a spect de 

Ted partmental promotion; universally, that 1s 

and at creates the problem The advertising WW 

han- partment may know three or four days in . ine J tgs 
dvance, but the poor old display depart ’ 


No Measuring Needed 


‘uhn, 
An- 


ent says, “Gosh, we haven't anything for 
windows”, and zingo! everything is These quality wigs at budget Y 
prices have a special rubber 
base that makes them fit like wi 
a bathing cap. Any color \ )) 
you want. Try some and = \ 
add new life and sales ap- 
peal to your mannequins. 


nocked into a cocked hat Certainly, the 
fforts should be coordinated 


I think if management looks at that prob 





m in the proper light, we would do a littl 
ore coordinated job than he gets by sud- 
nly thrusting the promotions upon the 





indows. Let's do a little better planning 

1b Write for prices and par- 

2. Question: Does store management be ticulars. 

eve that the trend toward self-service will STYLE 130! STYLE 1302 


mtinue in order to cut the cost of oper 
ti 4 E-Sso < S 1S - *s ro | 
m1 : It , what hould display role be = 
effecting the desired result: ? e 


\nswer: (James Brewer, superintendent, 457 W. BROADWAY NEW YORK CITY 12 
POY naeeNeee: Eeerees) SPECIALISTS IN MANNEQUIN WIGS AND REPAIRS 


From the standpoint of management's 
iew, first I am tempted to go back to the 


rms “policy” and “standard”. Depending EXQUISITE SMALL FLOWERS 

pon the organization, so are they affected For Show Case and Interior Trims WINDOW DISPLAY 
y their means of distribution. Personally Produce display effects impossible with regular 

‘ ; aus lines of display flowers. Unsurpassed beauty. MATERIAL 

feel I may be looking askance at the drug Tremendous Varieties on Stock 

ores and grocery stores 15 years ago MILTON S. AHRENS, INC. BECKER SIGN SUPPLY CO. 


} “actic al oO ec ws ( is ; 
ere practically all of them merchandise Importers — Mfgs. — Exporters 319-321 N. Paca St. Baltimore 1, Md. 
is sold by sales people. Today a revolu- | 86 W. 36TH ST. NEW YORK 18, N. Y. 
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THE MOST 
COMPACT 
DISPLAY 


TURNTABLE 
EVER 
DESIGNED 


Look at these Features: 

@ Only 6 inches 
all height 

@ Sturdy all-metal construction; holds up to 


in diameter and 2 inches over- 


10 pounds (and more!) 
elie \ A. precision motor 1 K.P.M 
Component parts Underwriters Laboratories 
approved.) 


F.O.B., N.Y. Carton and Cord Set included. 


U-CENTER MACHINE CO. Wey/Alces sraee 















W, 


STUDY 


Easy Home Study course showing 
how to do every phase of window 
display work. Merchants, display 
men, women and beginners will 
find this course the finest of its 
kind. School founded in 1905. 


Employers: Free to you — 
Names of our Graduates. 


Write for literature. 


THE KOESTER SCHOOL 


1328 Kimball Bldg., Chicago 4, IIl. 














Hot off the press! 





The newest in Rarks 
Send today for 
Williams folder DW/73R 


A. CWbiaw: duc. 


Dot Williams, president 
498 Seventh Avenue, New York 18 





WINDOW m\ 
AT HOME 
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POSITION WANTED 

POSITION VACANT 

USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch CASH WITH ORDER 
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tion is taking place, primarily because of 
the cost of sales help in that operation. I 
expect that in 85 per cent of the drug stores 
and in a greater percentage of the grocery 
They re- 


stores, you now help yourself. 


duce their selling cost to the point of a 
checker who takes your money when you go 


out Whether retailing or the distribution 


ot dry goods will reach that or not is a 
question. On the other hand, as to the 
breaking even point between expense and 


profit or margin and profit, |] am sure that 
the trend of self-selection, the presentation 
of merchandise so that people can make up 
readily, so they can entertain 
to be 


their minds 


themselves while they are waiting 


waited upon through the use of store in- 
formative signs, 1s a very important job for 
the display 


\t the present time, in a department store 


profession. 


there are a number ot departments that 
could be set up on a self-service basis—and 
better 
chiefly 


those ot a 


we would. give service more eco 


nomically housewares, notions, 
toilet) goods; staple nature. | 
predict there will be a great deal more of 
selt-help developed in the department store 
field. 


3. Question: What does the merchandise 


manager expect trom his display depart 
ment 

\nswet (Robert Calvin, general) man 
ager, Hagegarty’'s). 


We spend a lot of time planning adver 
tising—what paper it is going to be in, what 
items they are going to be, the prices, and 

I think we spend very little 


display. We 


everything else 


time talking about have a 


meeting and do not have the merchandiss¢ 
What do we expect trom the display depart 
a particular 


example, we have 


Hageartys in that we 


ment For 


: 
problem at have 
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some windows that are fairly antiquate:| 
and that there are a lot of them. We hay 


island windows. We have to expect a k 
more from our display department than th 
ordinary would. Our windows ar 
very difficult to decorate and they are ver 
There is a lot of merchandise i: 


store 


expensive. 
the windows tor the size of the store. W 
expect our display department to put across 
a promotion in those windows which wil 
get the people 
Bullock's into Haggarty’s: I do not believe 
in coordinating newspaper advertising with 
the windows. I believe in coordinating 
newspaper advertising with the interior dis- 
We spend 


spend 


between Robinson’s — and 


play but not the exterior display. 
a lot of money on newspapers; why 
more money on the windows ? 

For example, 1f we are running “Masquer 
ade Red,” which we featured this fall, we 
run an ad on a suit on Sunday in “Mas 
querade Red.” nothing 
with putting “Masquerade Red” in our win 
dows, but I do think we should try to do 
a separate job in the windows and not gear 
them to advertising. I certainly do not be 
lieve in putting merchandise in the windows 


There is wrong 


and then three days later when I get back 
York, change all the windows 
because I saw a new color. I think the win 
dows should be planned in advance and with 


from New 


a certain idea carried out. 

In the interior of the store | expect the 
display department to get the customers not 
what they came ‘into the store 
other 1 


only to buy 
to get, but to get them to buy 
to display it effectively s« 


1eT 
that 
the customers going through will stop and 


chandise 


look at goods 
I think one of the cleverest things I have 
seen in a long time is the drug store on La 


Cienega where they put the cigarettes way 










—This scene — apparently a row of women watching a motion picture — was built around a 


television set by Russell Kehrt, Jenny's, Cincinnati. 
the necessary equipment for sound, as well as a set having a screen I5 by 20 inches. 


A TV station provided a roof aerial and 
What 


appear as full mannequins are merely millinery heads showing hats from the store's millinery 


department. 


WCPO-TYV 


Every day while the display was on view, Jenny's had a 15-minute program over 
. a showing of hats, furs, advertising at work, and the like. 


The display ‘ran’ 


to packed crowds all during the time it was in the window— 
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the back of the store. It you, want to buy 
package of cagarettes, you have to walk 
ough all sorts of things. They do a very 
ective display job, and I find it extremely 
thcult to buy a package of cigarettes with 
it examining the new Silex coffee pot and 
erything else along the line. [| expect our 
splay department to give an atmosphere in 
store that comes only with the Hagegarty 
idition and expect them to have merchan- 
se so that the customer will want to pur 
ise It. 
You will always do a business as long as 
uy open your doors. We used to say that 
Macy's: that anyone can be a hero at 
H. Macy & Co. because 175,000 people a 
iy came into that store. It was not hard 
» sell) merchandise; there was always 
mething to buy. But to do the extra job, 
to get that extra volume, vou have to have 
little plus, and the plus comes trom. the 
isplay and everything else that goes with 
t. You have to do something—you have to 
romote, you have to make it attractive so 
e customers want to buy. You will not 
lo an outstanding job by having just 
inother store. 
4+. Question: Since the last 3 feet are the 
Nost important in making a sale, would not 
sales be boosted by having the display di 
ctor conduct training of sales people for 
sunter display? Don't vou think that visual 
erchandising training and an = education 
rogram in the store would prove beneficial : 
Answer: (Dennis Gless, sales manager 
JYesmond's ) 
| think this is a very important question, 
nd I would like to say “yes”, but, to elab 
irate for a minute, I think I heartily agree 
vith one thing that was said and that is 
e display director should conduct some ot 
ir training classes. I think that in helping 
e customer to buy wisely many things are 
cessary First is knowing the merchan 
se, and I think, as I have said betore, that 
many sales people today are so inade 
lately informed about styles, quality and 
lor harmony 
Our display manager at one time used to 
ive Classes with our sales people, instruct 
ng them on color harmony, what to weat 
ith what, and what things were right 


ven today, it 1s not unusual to call a hig 
ade store and ask the correct thing to 
ear with a dinner jacket or what acces 


ries to wear at a wedding. We had one 


f our salesmen, vears on. the 1ob, whom 
mebody called up and asked. “Fs It pel 
etly all right to wear a white tire with a 
ixedo7” The fellow said, “Yes of cours 


me in, we have a complete line of white 
ies.” That is not far-fetched, and vou dis 
lay people could do a lot. T think you in 
isplav have a sense of artistry that even 
ir buyers do not have, that our merchan 
ise men do not have, or even our sales pro 
otional men do not have, and I think that 
e heads of our store should definitely pull 
ore of our display people into that fune 
hon 

5. Question: The display department dis 
ipates much of its energies on extraneous 
atters. Thus we do porter work, watering, 
ishion shows, and manv miscellaneous jobs 
efore we get to the display work. What 
in the display department do to have its 
tforts concentrated on the main job 
isual merchandising ? 

Answer (Ted Rathbun. small © store 
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New Catalog Now Ready! 


SPRING and 


VALENTINE LINES 


Drop Us a Line to Order Your Copy Today 


ANKERUM MFG. CO. 


S. E. COR 19TH & ARCH STREETS 


PHILADELPHIA 3, PA. 

















Whether It's Changeable 
Letter, Name Strip or Cork! 
Write today for Acme's FREE folder en- 
titled "Selling thru Suggestion" and the 


latest Acme catalog. There is no obligation 
and no salesman will call. 


EF; 37 EAST 12™ STREET 
” NEW YORK 3, N. Y. 


x |BULLETIN COMPANY 
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Series 20 Turntable with 3. tiers 
17", 12", 8° — 100 Ib. capacity — 
$27.75 complete. Basic unit $22.50. 
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Other models available. 
Write for literature 


BREVEL PRODUCTS CORP. 


74 Lafayette Street, New York 13, N. Y. 
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GENUINE 
GRASS 
CLOTH 


Your Favorite Display Material 
AVAILABLE AGAIN! 
Attention Display Men! 


Your favorite display ma- 
terial . . . Genuine Grass 
Cloth . . . is back once 
more, and Lloyd's has all 
you need! Grass Cloth 
is preferred by leading 
stores for making back- 
drops in show windows 
and display rooms... be- 
cause it adds that “extra 
touch.” 


Write for Samples and 
Prices Today! 


W. H. S. Lloyd CO. IN 


48 W. 48TH ST., NEW YORK 
NEWARK e CHICAGO e BOSTON 
BEVERLY HILLS, CAL. 
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owner, Rathbun’s, North Hollywood) MOVING GOODS ACROSS 
personnel should THE RETAIL COUNTER 


li | say that top display | 
] 


no o thes hines air le | ’ . oes 

ne t ‘ these things, | am atraid they will [Continued from page 75] 

hold me to it in my store However, cet 

tainly the type of things vou are talking in which the woman shoppe ris almost ce 
about, which apparently Some display tain to have a definite color preferen 


people are called upon to do, should be donk and should be able to see at once the fabric 


patterns and price lines you have availab 


by others who are not talented and haven't 

, , h; lor rang : at] 
got the many jobs that should be done and 1 that color range \ good illustration « 
that they could be working on to do that grouping by purpose is furniture—a woman 


interested in a kitchen table wants to. se 


] 


the display people have Certainly, — the 


people who can do other things and can  €Very siz and type you can offer without 


not do this important display business can having to pick her way around your occa 


ce ats ee 7 teas F 
take care of these extraneous tasks. sional tables, coffee tables, dining table 


; etc., which are to her, at the moment, only 
6. Question: Most stores use the National obstacles in her search for the only iten 
Retail Dry Goods Association figures of : 
of 1 per cent for the display budget. Do 
you think this is a fair yardstick in that 
many stores have an efficient physical set 


of merchandise which can suit her purpose 


Throughout this discussion we have men 
tioned at intervals the importance of pre 


senting information with the merchandise 
up, as for example, one store has 60 win cage : ale 
This brings us to the matter of signs. The 

dows and eight selling floors, as against a 
: rules for a good sign job are simple, but 
store with 20 windows and only two selling : tie : 
; “ah the mishandlings in the average store are 
floors? Don’t you feel that averages must : : : 
; ; : many and serious. One of the prime factors 
1ave peaks and must have valleys? Is this ; : 
in a good sign job is to keep the signs small 

a fair measure to apply as an absolute vard ae : 
the customer is interested in merchandise 
stick at all times 


not cardboard. Big signs, over-elaborate 

\nswer) (Sam Shaffer, controller, The signs, signs hanging from the ceiling and 
May Company.) built up on high displays do little to pro 
Naturally when vou get the industry-wide ‘ote merchandise and much to clutter up ts 
average Of of 1 per cent of sales, display general appearance of the store and distract 


attention from the merchandise they were 


] 


must Nave 


i individual characteristics and personal 


ts variations, depending upon 


intended to sell. Barring a few poster-type 


signs used sparingly in heavy traffic lo 


itv of the store itselt An average 1s ex 

wctly that. It is the sum of a lot of different Cations to promote advertised items — or 
fisures added together and divided bv the special promotions in departments not visible 
umber of stores participating I am sure from that section of the store, a sign should 
some stores spend % of 1 per cent and other be kept in direct proximity to the merchan 
stores spet . of | per iis of sales. and I dise it describes Much trouble can be 
think in some cases the store that mav be caused by indeterminate signing which leaves 
spending the , of | per cent is probably a customer in doubt as to which merchan 
doing just as good, perhaps even a better, ise 1s meant 

display job than the 34 of 1 per cent Price should always be given It's the 





—This striking display is by Arthur Gault, display director for Chas. A. Stevens Company, Chi- 


cago. Bags and other accessories are displayed before a snowy street scene of a former era— 
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stomer’s first interest and there’s no 
ison to make a mystery of it. There's no 
ison to make a sign “arty”. Good layout 
d clean, legible lettering make a= good 
mm—a spray of dogwood blossoms adds 
lv to the cost, not to the utility. Witl 
gard to COpy, don't be afraid to us« plenty 


it. Today’s customers are increasingly 


ll educated. By means of newspapers, 


igazines, radio, consumer research bureaus, 
aware 
the quality Tell 
em the sales points of your merchandise 
nd back up the job 
do. When a 
heets in three 
ifference in price : 
ferentials, ordinarily, which go to make up 
give you the 


tc., they've become more and more 
factor in merchandise 
buying de 
looks at 
sees the 


the dit 


your 
irtments custome! 
price lines she 

she can not see 
at range of prices. Signs 
ypportunity to tell her the real merchandise 
thread strength, 
elvage construction, the points she needs to 
best sheet 


tory—the count, breaking 


<now if you are to sell her your 


ind make the commensurably higher profit 
which goes with the bigger sale. Also, be 
sure to give such instructions as may be 
ecessary for satisfactory use of the mer 
handise, such as “must be dry cleaned”, 


‘do not use over flame’, and so on 


This 


returns and much customer dissatisfaction 


ope nN 


tvpe of information prevents many 


good in 


\nother point in connection with 

ormative sign copy is the help it gives the 
salespeople Phe best of them know these 
points, but there are always some who do 
not—and even the best of them find re 


sales- 


make 


part-time 


information may 


convenient. For 
selling 
between helpfulness and utter 


minders 
people, good 
the difference 
confusion. 
The best 
selling copy are the buying departments and 


sources for information for 
the labels and packages used on the actual 
merchandise and prepared by the manutac 
pitfall to be 
is the use of technical 


avoided, however, 
terms. Write 
tell him what the 


turer C)nnie 
COP) 
from the customer's angle, 
merchandise can do for him, and tell it so he 
can understand it. Everyone in the shoe de- 
partment knows what “hand-turned” means, 


but it’s pure Greek to the average customer 


\nother factor in a good merchandise 
presentation is its correlation with promo 
tional work. Every department should be 
so laid out to leave some free space which 


changing sea- 
sonal or without 
lisrupting the standard departmental layout 
calendars and 


may be used for constantly 


promotional merchandise 
By the use of promotional 
the previous year’s sales, it 
“ahead” 


the records ot 
is relatively 
f merchandise coming into its best promo 


easy to keep enough 


tional period to arrange its feature pre- 

sentation without causing havoc among the 

irrangements for the more staple lines. 
The type of “back-up” promotion given 


to advertised items in a department depends 
argely on the advertising being 
lone For instance, 1f you've advertised a 
shirt at $1.00, done it not 
primarily to sell those shirts, on which you 
make a negligible profit) or 
You've done it to draw customers into your 


tvpe oft 


you've usually 


none at all 


shirt sectton to sell them a shirt which will 
suit them better, will be 
better pleased and on which you do make a 
profit. Under 
not feature the $1.00 shirt in your best sell 


with which they 


these circumstances, you will 
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FOCUS ATTENTION 
TO SALES FEATURES 


with the 


BEST SPOTLIGHT 


The BEST 400 Watt "Wonder" spotlight throws a 
concentrated beam of light wherever needed. Ideal 
for interior displays, show windows, lobbies and 
floodlighting, the BEST 400 Watt ‘'Wonder" spot- 
light comes equipped with a fine Fresnel glass lens, 
highly polished reflector, asbestos cord and plug. 
Has Universal mounting bracket, gelatin color holder 
and three assorted gelatin colors. 


lf your dealer cannot sup- 


ply you, write direct to 










List price, complete, 
with bulb 


$8.95 
$11.05 


List price, complete, 
less bulb 


(Tax included) 





PHOTO-MURAL 
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Made any size from photos or finished art, single piece up to 8x 14 ft. 
Mounted on 7/16 HOMASOTE. Finest quality and experienced workman- 


ship. Reasonable delivery time. For additional information write to the 


WEST-DEMPSTER CO., 108 W. LYON, GRAND RAPIDS 2, MICHIGAN 
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65 MADISOP AVENUE, 
WEST COAST SHOWROOM: 


NEW YORK 





ALWAYS SOMETHING NEW AT ALLIED 


... ALWAYS VISIT ALLIED'S SHOWROOMS 





ALLIED DISPLAY MATERIALS, Inc. 


16, N. Y. 
219 WEST 7TH STREET, 


® 


(Corner 27th Street) 
LOS ANGELES, CALIFORNIA 
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Display 
World 


Display’s Great 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau 
be glad to supply the latest authentic informa- 
tion about anything 
which you are interested. 
your needs listed on this blank, write a sepa- 
rate letter. 
you want on file, we’ll find out for you. 
yourself of our service facilities without cost 
or obligation. 
of any display problem. 


Monthly Digest 


will 


in the display line in 
If you do not find 


If we do not have the information 
Avail 


This service includes an analysis 


Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Brushes and Pens 
Bulletin—Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Forms 
Display Furniture 
Display Letters 
Display Racks 

Dye, Rug and Carpet 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 


_) Flags and Banners 
] Foils 
_) Glass Specialties 


Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lithographed Displave 
Mannequins 

Meta! Sheets 
Millinery Heads 


} Motion Displays 

} Motion Mechanisms 
| Mouldings 

} Natural 


Foliage 


}) Pageants & Exhibits 


Paper Sculpture Displays 
Papier Mache Specialties 


} Photographic Blowups 
} Plaques (Window) 


Plastics 
Plywood 
Price Cards—Tickets 
Price Ticket Holders 
Ribbons 


} Sale Banners 


Show Card Colors 


) Show Cards 


Show Case Lighting 


-] Show Cases 
} Store Designing 


™ Socks 


Window 
Store Equipment 
Signs— Brass— Bronze 
Signs—Card Holders 
) Signs—-Electric 


Sign Printing Machines 


) Sleeve Forms 
) Store Fronts 
| Tackers 


Time Switches 
Turntables 

Veneers (Imitation) 
Wall Board 

Wigs 

Window Lighting 


DISPLAY WORLD 


ing area. The man determined to buy a 
bargain will find it wherever you put. it. 
Instead, vou would give your promotional 
effort within the department to your $2.49 
shirt, the one you really want to sell, the 


one which will give true customer satisfac 


tion and turn your trafhe into profit. If, of 


course, the $1.00 shirt 1s a “one time buy” 
or manufacturer's closeout which is both a 
bargain for the customer and a profit maker 
for you, then you would give it all the 
promotional build-up and space at your com- 
mand 

But, when you spend your advertising 
department's time and money on the = pro- 
motion of a quality item, then vour de 
partment in which that item is offered for 
sale should certainly indicate instantly to 
the customer that you've read) your own 
advertising Too many times this follow 
through falls miserably flat \ woman who 


has seen an ad tor a slip at $1.98, in which 
that slip was represented by an attractive 
iustration and intelligent copy, comes into 
the department already largely sold on the 
item—and then can't even find it. When 
she does locate it, it is lying limply on a 


table with some other slips, with nothing to 


enhance its appearance, give its sales fea 


tures, or even identity it with the slip in the 


ad—unless she reads the price tag pinned 
to it. This is a stupid waste of the ad- 
vertising appropriation and. effort. 

It isn’t a complicated process to present 
that slip in an orderly arrangement by sizes 


features on a 
Advertised” 
feature, 


selling 
WA 


distinguishing 


and styles, to give the 


ard, possibly with an 
topper or other and 
to build up the display somewhat by the use 
a mannequin, the use ot 


of the slips 


of a model slip on 
a photographic blow-up of one 


on a model, or some other equally simple 
display device \ further way to back-up 
the advertisement would be the use of a 
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poster near the main floor elevators or 
otner heavy traffic location, giving the sales 
points of the the price, a 


the department where it may be found, 


merchandise, 
To sum up the points we have 
attempted to make in the 
There would be no trickery, no 
“arty” 


some ot 
foregoing di 


cussion: 


elaboration in a go 
interior display job. It should, instead, 
the flow of traffic, 
the intelligent allocation of selling space in 
with profit 
upon presenting the merchan 


mystery, no 


based on free customer 


accordance potentialities and, 
most of all, 
dise in accordance with customer buying 
habits and the operations necessary in its 
actual the 


point of profit in a merchandising operation, 


sale. The point-of-sale is soli 
and at that point-of-sale your effort should 
toward letting the 
merchandise, in complete assort- 
full information, and thereby 
shopping easy and pleasurable tor 


be directed customer 
see Your 
ments, with 
making 
him, selling more simple and pleasant. for 
the clerk, the 
profitable for you. 

This and 
program, however, is only part of the job. 
It is that part ot 
that represents determining the 
major factors that will later become policy; 


and whole operation more 


visual merchandising display 


preliminary any project 


planning, 


it's only the beginning—the 
foundation ot retail 
But, like all plans that depend on 
the human element to carry out the success 
ful end result, it 
complete, informative, understandable 


in other words 
blueprint for a selling 
machine 
must be launched with a 
train- 
ing program directed at department man- 
agers and sales people who are designated 
with the responsibility of work” 


level. Vo make it work they 


“making it 
at the selling 


must understand and agree with all phases 
of operation They must not only know 
it will work, but know why it will work 
better 


1 Do you wish a copy of their catalogue? 

1 Do you plan to remodel your store soon? 

“) Do you plan to build a store soon? 
MAIL TO 


DISPLAY WORLD 
CINCINNATI, OHIO 


Se ee ee eeeeaee Geeeeeeeeeeeaeee 





Firm 

Display Manager 
Street 

City 





—One of the scenes from the "Rudolph, the Red-Nosed Reindeer’ settings used by Gertz, 
Walter A. Spiro is display dierctor— 





State 





Long Island, N. Y., for this season's Christmas. 
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COLORFUL CHRISTMAS 
FOR LOS ANGELES 


[Continued from page 29] 


re gilt boxes, covered with gold dotted 
Kelly 
een satin ribbons. The background was 
lighted with 
lored spots which gave each window an 


ick paper and tied with bright 


ite in each window, but 
ditional touch of color. 

The ballerina theme was carried out in 
incy’s interior, too, where Rosner used 
foot mannequins standing on top of golden 
studded with 
reen Christmas tree ornaments. 


inzanita branches bright 
\t The May-Crenshaw, Display Director 
Robert E. 
untz Christmas trees set against citron- 


Rough used dark green ruffled 


olored walls for a series of suggested 


hristmas gift windows. The trees were 


et on platforms covered with red felt and 
trimmed with 
irranged on this platform In the men’s 


silver ribbon. Giits were 
furnishings windows, Rough used essentially 
the same display except that the tree was 
framed in red felt with holes cut in it for 
Christmas tree ornaments. 
Display Director Stanley FE. Thompson 
ilso used the Christmas tree theme for his 
suggested Christmas gift windows at The 
May Company-Downtown. But he used the 
eal McCoy 


vith snow and ornaments and set in_ red 


real Christmas trees decorated 


ind green decorated = sleighs For his 


shadow-box accessory windows, Thompson 
used smaller trees and evergreen branches, 
with a smaller sleigh and big Christmas 
tree ornaments suspended from the ceiling 
M. D. Luick did a tie-up with Life maga- 
zine’s recent story on pearls and it was 
very effective. Suspended from the ceiling 
vas a large candelabra as pictured, thickly 
lustered with strands of pearls. A single 
annequin wearing pearls and holding a 
py of Lite was used at the other side of 
he window. The floor was sprinkled with 
ica. The display card read, “Pearls for 
very woman”, and beside that, done in 
vhite cut-out letters, “—as seen in Life”. 
Incidentally, the lighting had a great deal to 
lo with the effectiveness of this window 
Overhead spots threw sharp shadows on the 
Hoor and brought out the gleaming luster 
1 the pearls. 

\t The May Company-Crenshaw, Robert 

Rough did an interesting and very simple 
Christmas at Home” window. Primarily 
to promote home furnishings, the window 
howed a living room with a Christmas 
tree in one corner and gifts piled under the 
tree. One of the props that helped make 
this window so effective was a large tradi- 
tional green fireplace mantle reaching from 
the floor to the ceiling. The interior treat- 
nent at The May Company-Crenshaw was 
ilso very effective and very “Christmasy” 
\ large sleigh was fastened to the ceiling, 
vith the reindeer heading in tour directions 
toward the four entrances to the store. On 
ach ledge was a papier mache Santa Claus 
xoing down a papier mache chimney with a 
ully-decorated, real Christmas tree. 

This marks the end of another vear for 
is with DISPLAY WORLD. We really 
ippreciate the fine cooperation we've. re- 
eived from displaymen—not only here in 


Southern California, but throughout the 


DISPLAY WORLD 


entire country during our trip East some 
months ago. There’s never a really accept- 
able substitute for that age-old greeting 
that never becomes hackneyed, so we'll use 
it once again: 

\ Very Merry Christmas And A Happy 
New Year To You And Yours! 


Unified Front Opposes 
Liquor Display Ban 

Several weeks ago the New York State 
\uthority 
strictions on 


announced proposed re 
material for 
stores and the repeal of regulations which 


Liquor 
display retail 
allow distributors to provide liquor retailers 
with advertising specialties. The display 
restrictions would limit signs to a simple 
display of the brand name, insignia, o1 
trademark; sign size limit was placed at 
270 square inches with the area of each part 
of the sign being included in figuring the 
total size. 

The response on the part of display firms, 
vintners, brewers, advertising men, unions 
and others concerned was immediate and 
\t a hearing in Albany on Novem- 
ber 14 representatives of Point of Purchase 
\dvertising Institute, American Association 
of Advertising Agencies, Lithographers Na- 
tional Association, New York Employing 
Printers, New York Mounters, Metropolitan 
Central Trades Council of 
Greater New York, Society of Plastics, 
\malgamated Lithographers of America 
(CIO), and numerous others raised their 


unified. 


Lithographers, 


voices in protest to show the serious damage 
and unemployment such a_ruling would 
cause, and to call it a censorship of adver 
tising. 

Some lithographers present stated that 
their losses would range from 60 to 90 per 
cent of their business if the ban goes into 
effect, and it was estimated that the com 
bined business of those in the wine, distil- 
ing and brewing field amounts to as much as 
25 per cent of all national display work. 
John Palmer, head of Palmer 
New York City, said the ban would be 


\ssociates, 


“worse than a depression to our industry”. 


complained that many of their 


workers would be thrown out of employ- 


Unions 


ment, and small brewers stressed the fact 
that for them display takes the place of the 
large radio and newspaper campaigns of 
their hig competitors. 
groups made similar protests. 


Numerous other 


The hearing was closed without a definite 
decision being made, but there were indica- 
tions that a compromise of some sort would 
be worked out. No 
scheduled at this time, but an announcement 
is expected from the New York State Liquor 
Authority after its members have had a 
chance to study the transcript of the meet- 


further hearing 1s 


ing 


Old King Cole Adds 
To Sales Staff 


R. P. MecEnerney has joined the sales 
staff of Old King Cole Displays, Inc., Can- 
ton, Ohio. He will represent the firm in 
Kentucky, Indiana, Illinois, Wisconsin, lowa 
and Missouri. 
the advertising novelty field. 


McEnerney was formerly in 
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We've ki, 
helping you 

show off 

all year... 


Now we'd like to 
Show off on our own 
and wish you all 







— lee Geisler and the 

Employees of Research Products 
Ploy 

Corporation, Madison, Wis., 

makers of flame-proof 

Expanded Paper and Expanded 
i I P 


Aluminum Foil for Displays. 





Remember, if you expand too 
much New Year's Eve 


f vou Il be foiled New Year’s day. 


d 


RESEARCH PRODUCTS 


CORPORATION 
MADISON, WIS. 


ULLAL LLL LALLA AMAA Ahhh 








COSTUMES of YESTERDAY 


Rent from 


KATHERINE BURR FLEMING 


76 Rogers St. Branford, Conan. 
Phone: New Haven 8-1836 


Write for circular of photos. 








FOIL PAPER 
26" WIDTH — 25 ft. - 50 ft. - 100 #4. 


and full ream rolls. Carried in stock 
in 25 colors 


R. A. OHLHORST 
454 Broome Street, New York 13, N. Y. 

















MANNEQUIN WIGS! REPAIRS! 


Horse-hair and novelty wigs made te 
order; lowest prices. Old wigs made 
over to look like new. Fast service. 


Try us! 


ESTELLE BOBIC K 


964 21ST STREET SAN PEDRO, CALIF. 








@ PLEASE MENTION DISPLAY WORLD WHEN 
WRITING ADVERTISERS e 
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Opportunity Exchange 











Home Study Lessons in Window 
Display—an up-to-date course cov- 
ering all phases of the subject—500 
pages of text with 1000 detail draw- 
ings—Priced very low. Also Store 
Interiors, Show Card Writing and 


DISPLAY SALES AGENCY 
with national accounts, look- 
ing for display sources to 
represent in New York. 


Write for cir- 
Box D, 


Silk Screen Process. 
culars. Will H. Bates, 
Ellsworth, Ill. 


Address BOX 10B 
Care of DISPLAY WORLD 














EXPERIENCED DISPLAY CREATOR 
AND CONSTRUCTOR WANTED 
By large electric utility operating in 

Southern N. Y. State 
Write care Advertising Dept., 
N. Y. State Electric & Gas, 
62 Henry Street, Binghampton, N. Y., 
stating experience, age, and 
other information. 








TRAINED DISPLAYMEN AVAILABLE 


NATIONAL DISPLAY INSTITUTE 


announces. the 


raduation of another class in January, 1950. Well qualitied 


men, trained in ALI of Display, will be 


aspects 


ivailable for employment. Graduates are qualified to accept 


itions as trimmers of footwear, men’s wear, children’s 
specialty shops, drug and any other met 
aid ‘ vindows 
Write or call PLACEMENT DEPARTMENT 


NATIONAL DISPLAY INSTITUTE 


“Nation’s Center for Display Education” 


617 Chestnut Street Philadelphia 6, Pa. 


Attention 
MANUFACTURERS 


Coos 


BLISS 
Xmas Display 


Owner of : Patent for Auto 
matic Motion Display Stand, suit 
able for displaying all types of 


1 amous BLISS sertes of & 
Pin = i : - a Nj oy i mannequins, will sell outright or 
windows depicting 1e Nigh ye 
slogans eee will allow to be manufactured under 
tore Christmas” in diaramic show 
: = license on royalty basis. Only 
boxes, each 5 feet long, 4 feet high \ . ce 
‘ nage A] Bee a reliable firms with good financial 
} aati roa = pate na ar rating considered. Machine, wood 
«li 1 ) D > 1 ) Ts ) Y 
AITLON,. COMPLETE WIE THOLOS vs work, motor, switch involved Ni 


animation Each of the & sections Teiflears 
is self-contained, 


needs no assem 


bling. Action in each section. All 

figures cleverly sculptured and Address Box 12G 
beautifully costumed 

ALSO, BLISS DOLL HOUSE, Care of DISPLAY WORLD 





showing cross-section of upstairs 
All figures in ac 
dancing, children 
popping corn, nursery scene, boys 
playing with toys, etc., ete. Overall 
dimensions 89 in. high—78!> in. long 

36 in. deep Perfect mechanical 
condition 





and downstairs 


tion, young folks 


Salesmen ... At Once! 


Exclusive Line — 
Protected Territory 


Now stopping traffic each day 
Will sell for a fraction of original 
cost, or will trade for other ani 
mated Amas display of equal value 

May be seen in action ‘till Xmas 
or will send photos, description and 


One of the 
facturers of 


most progressive manu 
seasonal display units 
several sales 
men with following to carry sen 


seeks 


ind novelties 


sational line 














ete Only salesmen with € t 
? high sales records, initiat 
rT ran ind tabilityv ne la 
The BOSTON STORE 
Joliet. Ill Address Box 10S 
? ? Care of DISPLAY WORLD 
CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op- Forms for 


eration for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL, 
Kimball Bldg., 25 E. Jackson Blvd., 
Chicago 4, IIl. 


JANUARY ISSUE 
Close 
JANUARY 9TH 























OPPORTUNITY! 
A NEW YORK MANNEQUIN 
AND MANNEQUIN REPAIR BUSINESS 
FOR SALE 


iblis regard p table busi 

itfered because of owners recent deatl 

)) stall Large well located 1 1 spaci 1 
nodern juipment Capa production at 

| i | tunities for expanst Ka il terms can 
i 1 1 nebody, i] start ak lg 

\ t t year ! \ b 1 \ llowing 


Address BOX 12NYC 


DISPLAY WORLD 


Care 


Formerly Macy’s 25 Mechanical Santa Claus 
Story Units 
FOR SALE 








Phe Nation's n nding Christmas Sensation! Made by BLISS 
ITwenty-tive Mechanical Units, with record Size of h Unit +’ t 
tall, 48” long, 21 lee] Tells story of Santa Claus—from  birth—child 
hood—marriage—up ‘till time of going away to deliver gifts 
Shown by: Macy's of New York, Christmas, 1947; Kauffmans of Pittsburgl 
Pa., Christmas, 1948; nade f Tulsa, Ok Christm 149 
FINE CONDITION On Sale F.O.B. Tuls O—each unit rated 
individually Photograph 1 quest Ca immediately fte 
Christma 
WIRE, PHONE, OR WRITE 
RICHARD A. STAINES 
VANDEVER’S, TULSA, OKLA. 
DISPLAYMAN OR DISPLAY WOMAN 
i) lit \ t ‘ in larte t 
de na t South Central part of the I > 
itt ex 1 it € promotor vert ng 
1 pl lepa t Phis | nit with the it com 
1 ite with the 1 I co) { 1 are a illy od 
yman but hav er 1 ne advertisit write u 
nyhow; w iv dec ike t tm t of the present t-up 
( full is x] efer hotograph iple 
‘ ju t \l € 1 \ 1 lential 


Address BOX 12W 


Care of DISPLAY WORLD 
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SALESMEN 
ATTENTION 


Jpenings now available for 
xperienced salesmen to carry 
n unusual line of Wood Dis 
slays. \ll territories except 
West Coast may be carried as 
ideline. Exclusive represen 
ation guaranteed. Send com 
lete particulars. 


Address Box 12D 


DISPLAY WORLD 


Care of 








$10,000 A YEAR 


You must make selling our 
units, flowers, fabrics, papers, 
and novelties. Protected and 
developed territories. We now 
have 9 men and need 3 more 
to complete our coverage. 
Territories will be covered 
with our Spring Line opening 
Dec. Ist. Write all details at 
once. Personal interviews will 
be made at December Market 
Week-New York Show 


FEDEL 
CREATIONS 


200-202 N. Pearl Street 
Baltimore 1, Maryland 


Pacemaker of displays 
throughout the U. S. A. 


For Sale 
HALF OFF 
MAIN FLOOR CHRISTMAS INTERIOR 


Used once—Packed in the original Cartons 
Photos of displays sent on request 
Shipment made F.O.B. Muskegon, 
4+ Williams Sleighs 

1 Williams Horse and 1 Girl 
Complete Carollers Scene—organ, organist, bench and six boys 
6 Oltmanns 14 pointed stars 4 foot 

3 Oltmanns 14 pointed stars 6 foot with motors 

12 Cook and Meier Brush Pine Garlands 10 foot 

6 Cook & Meier Brush Pine and Poinsettia curved crosses 51% ft. 
6 Timely Gay 


Michigan 


Write at once to 


J. J. DETWILER—INTERIORS 
' Grossmans Dept. Store, Inc. 
Muskegon, Michigan 


HELP WANTED 
Display Manager 


For leading quality store in 
mid-central state, city of 40,- 
000. Excellent job for man of 
talent and experience’ with 
fashion windows and depart- 
ment store display. 

Write giving experience, age 
and salary requirements 


Address Box 12A 


DISPLAY WORLD 


Care of 











DISPLAY POSITION WANTED 
Married 
Card writing. Photos of work avail 


includes Men’s, 


Have 18 yrs. experience 


able Experience 
Women’s and Furniture Windows 


Address BOX 13W 
Care of DISPLAY WORLD 











SALESMEN 


We are expanding and have openings for 2 men in choice terri- 
tories Midwest and South. We manufacture a complete diversi- 
fied line of novelties and floral displays at prices to meet todays 
budgets. 20% commission and protected territory. We want high 
caliber men, used to better than average earnings. State full 
particulars in first letter 


H. H. GOULD, Ine. 
37 East 28th Street New York 16, N. Y. 


Member N. A. D. I. 











FOR SALE 


Store Wide 76th 
ANNIVERSARY SALE 
TRIM 
In paper mache and 
consisting otf: 
13 Window Pieces 
Ledger Pieces 
5 Post Pieces 
7 Basement Pieces 
Photos on request 


M. R. McDonnell 


Halbach-Schroeder 
Quincy, Illinois 


velvet 


) 


POSITION WANTED 


Lady artist, single, holder of na 
tional recognition, winner of medal 
and cash prize, experienced 
academic and commercial art Pres 
ently employed as display decorator 
and do such art as is required by 
one of the largest and finest dept 
stores in the Middle West. Desires 
te secure like position im same 
type of store in diff 

best of refe 


Address Box 12B 


Care of DISPLAY WORLD 


erent city. The 
hl 


rences avallable 














Display Executive 


\vailable January Ist, 1950 
currently employed as display 
manager of Ist class West 
Coast Di pt. otore. Desires 
change of atmosphere. 45 
vears of age, married, twenty 


five years’ experience. Top 





i 
j 


Prefer West Coast 
West connection, 


rererences. 
Or South 


| First class Dept. or Women’s 
} Opec. store 

_ Address Box 12P 

| Care ot DISPLAY WORLD 


; 56 Hudson St. 


POSITION WANTED 


DISPLAY SALESMAN WITH FOLLOWING 


SOUTH AND SOUTHWEST 


Box 768, Church St. Station 
New York City 8 


For Sale—$995 takes it. Part down, 


rest is vou make it Free lance 
window trimming route in Chicage 
for women’s nd ¢ en's shoy 
Income ot $100.00 wee ly W de 
ful opportunity Write 


Harry Birnbaum, 3933 N. Clarendon 
Ave., Chicago 13. BIttersweet 8-3114. 























CALLING ALL JOBBERS AND 
FIXTURE DEALERS 
PRICES ARE LOWER 

Manutacturer of Garment Racks 

esires Jobbers Write 
HANDEE RACK CO. 

Boston 11, Mass. 








For Sale or Trade 
9 DICKENS CHRISTMAS CARO 


| Each unit of Dicke Christmas Ca 
\rrar bi ence f et tel med S rox 
. & 4 
\ Messn t \ ID \l Sant Ww $ ¢ I 
( nor at 
\ ertie n firs I 1 I « 
Will la bo g \ 1 1 W 
t y installation 
These ps | t 1 i We 
they will stage tine performance f 


Display Department 
LEO SCHEAR CO., Evansville, Indiana 








FOR SALE 


Printasign Show Card 
Machine 


Original cost 
$150.00 


(,00d condition 
SH00.00. will sell tor 


W rite 


The Boston Store 
c/o Display Dept. 
Joliet, Ill. 








DISPLAY MAN 
Dependable, 


man to trim windows 


efficient 


and make show cards in 
| 2-window dept. store. 


BOX 509 
Tallahassee, Fla. 
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A G Naythons Display Fixture Co. 56 
_ New York Display Mfrs. Group. ..50, 51 
\eme Bulletin Co SY Garrison-Wagner Co. / 
\hrens, Inc., Milton § 87 General Die & Stamping Co 82 
\Hen, Eddie 89 General Display Corp 78 O 
\Ilied Display Materials, Inc 9] Galo-Brite Products, Inc 74 Ohlhorst. R. A 93 
\nkerum Mfg. Co fab, Goldk Mig. Co 70) rs . > 
ee , A Old King Cole Displays, Inc 20) 
\rkow-Lewis Assoc ale Ggrand Novelty Associates 74 . : c 
| 7 Opportunity Exchange 94. 95 
\rranjay's Wig Co 74. Gregory Motors, In¢ 6] ; : moe 
bein: I Geinraen alesis Hin - Orthwine Corp., Rudolt 7/ 
Audit Bureau of Circulations 18 
H |e 
B Haida Displays, Inc.. Victor xg} Palazzo Sleeve Form Mig. Co 71 
Hamberger, Inc., David 72 + Podgor Co., Inc., Jos. E. 69 
Becker Sign Supply Co 87 Hansen Mfg. Co.. A. L 79 Pusecker Artist Studios 73 
Bender, S 69 Hecht Fixture Co 60) 
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Bulkley, Dunton & Co., Tn 67 
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( , 
; an Radiant Glass Fibers Co s2 
alitormia Display Industries 2] east See ee ee Redikut Letter Co 7) 
Capital Merchandising Co 76 Research Products Corp. 93 
Charrot. Inc.. 1. ] Inside Back. Cover Revburn Mtg. Co. The 59 
Chicago Cardboard Co 75 K Reynolds Electric Co SO 
Clearcite  ‘Ihaborataries a oe oe ge Roval Mannequin Corp 77 
Cohen: Co. Art R ca a a ee ee 15 Roval Metal Mfg. Co. SO) 
( mbia Disp i Material ( (a) 
( 1] Tin | 1] 
> 
Schack’s, Inc 5 
D Laveeie Onbsetnadle Ob Scheuer Creations, 
Darlis I \ ele. Contes c wT Ss O) Inc Inside Front Cover 
Dawson & Co. Alas 2, Sherman Paper Products Corp. 85 
Chase Shoe Form. Co. 12 
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Decter Mannikin Co OX Magnani Mannequin Co 10, 11 Spotnails, Ine 63 
Di-Noc Co. The v7 Maharam Fabrice Corp. 4 Stempler & Sons, Inc., Barney 7() 
ee oo ona 62 Manhattan Mannequins, In 53 Stensgaard & Assoc, W. I 
innit Bales (as 83 Memorial Grass Co 4] 
Display ‘Craft OX Metal Goods Corp 69 me 
Diselay Eouinment Co -, Mileo Mannequins 49 
1) nf ve Binaithacthies Comme Tnx 6] Miller's Display Fixtures, Ltd 8] Thayer & Chandler 33 
Bites a ee 17. Minie Display 71 ‘Thigpen, Mac &3 
Nistounnc , Mitten’s Display Letters 52. Tru-Center Machine Co 8S 
Dorothea Mechanisms, Gak 7, Morgan Co., The lo 
) ar Gla Cor 7 Multi-Fit Wig Co 80 
Mutual Display & Mig. Co 4] 
U S Mannequin Mtg. Co ») 
[ S Plywood Corp 20 
atol ros. Corp |‘ N 
National Association Display W 
| Industries 14. West-Dempster Co 9] 
National Display Institute 84+. Wiese Studio, William 78 
Feather & Feather School of JYosien 53 National Electric Products ¢ orp 45 Williams, Inc.. D. G 3, 80, S86, SS 
Fidelity. Recordings K3 National Hanger Co 43° William’s Corp 87 
Fleming, Katherine B 93 National Needlecraft Bureau Inc 55 Williams, Wray 73 
Frostee Sno Co 49 National Sawdust Co... Inc XO Window Mannequin Inc. 69 
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Season 
ceetings 
eZ 





py ae very good wtak 
C'é 
FOR YOUR HAPPINESS THIS HOLIDAY SEASON 
COGS Ke yor® 
WEE CT 
293 
THE L. J. CHARROT COMPANY, INC. 


NEW YORK CITY 
“Our Thirtieth Year Serving Display”’ 





Fash ion s Family e e ¢ aterm synonymous with the complete series of Men’s, Women’s 
and Children’s Mannequins by Darling. These smart fashion-right figures have the correct 
flair for showing wearing apparel at its best. With display trends featuring family groups, 
its no wonder that displaymen are choosing mannequins with that related look ... and 
that of course means mannequins by Darling. Illustrated left to right... MII3W... 
$156.00... M9OLE... 5135.00... M802AGW (2 yr. girl)... 577.10. Hlustrated above are 
only three of the one hundred and forty differently posed men’s, women’s and children’s 


fivures that are available in all price ranges, 


y, ) 4 f L. A. DARLING COMPANY, BRONSON, MICHIGAN 
VHA ae ' —- aye NEW YORK CHICAGO LOS ANGELES 
y Vina 


DARLING 
aap apangeaye ems uy ne der tble source for 
DISPLAYS 

everything in display equipment, 


DISTRIBUTOR 








